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Rough Proofs 


“Comptometer advertising,” re- 
ports AA, “has been ‘crazy’ in an 
extremely foxy sort of way for 
about ten years now.” 

They say not a single psychia- 
trist has ever been called in on the 
case. 


“NAM debates tax on manufac- 
turers to no decision.” 

Does anyone ever interview the 
lambs on how they would like to 
be sheared? 


Looks as if the honeymoon may 
be over. Many of those well pub- 
licized products of “postwar plan- 
ning” are now quietly withdrawing 
from the competitive scene. 


As a result of all the debates 
among experts on the election 
polls, even the non-researchers 
now feel qualified to explain the 
difference between quota and ran- 
dom sampling. 


“They are the type of people,” 


says a magazine ad, “that when 
they ask for a product, dealers 
stock it.” 

We know what you mean. 


“ Demand’ study finds consum- 
ers less optimistic,” reports the 
world’s greatest advertising jour- 
nal. 

Maybe they’ve been getting a 
preview of the Christmas bills. 


Nostalgic readers of the report 
that bay rum is again availabie 
for tonsorial use wonder what they 
can do to restore granddad’s hand- 
somely decorated shaving mug. 


Federal agencies, the report says, 
squirm as budget bureau trims 
funds. 


Looks as if everybody, including 
the taxpayer, is in for a trimming. 


That classified ad in the San 
Francisco Examiner which filled 
the church for a lonely couple’s 
wedding didn’t even promise that 
attendants could kiss the bride. 


“Guarantees,” says the National 
Better Business Bureau, “should 
not be made unless the advertiser 
is prepared and willing to fulfill 
them promptly and without quib- 
bling.” 

No use quibbling—the customer 
is always right. 


Phil Harris did his best to put 
Southern California in the Rose 
Bowl, and the plug apparently 
cidn’t hurt any when they banged 
into Notre Dame. 


Oregon footballers say a Rose) 
Bowl by any other name is just as} 
‘weet, especially when it turns out 
to be the Cotton Bowl. 

Cory Cus. 


You Ought to Know...ccccccsrrerereenerreenene 
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Business ‘Wrecked’ by 
$21,000,000 Fraud Hits 
$1,000,000-a-Day Sales 


By LAWRENCE M. HUGHES 


New YorK—At eight o’clock in 
the morning of Dec. 16, 1938, a 
stout, balding, energetic man who 
went by the name of F. Donald 
Coster took aim before a bathroom 
mirror in his big home near 
Bridgeport, Conn., and put a bul- 
let through his head. 

Three hours before, he had been 
identified as Philip Musica, ex- 
convict. 

Eight days before, Federal Judge 
Alfred C. Coxe of New York had 
appointed William J. (Jed) Ward- 
all, financial consultant, as trustee 
in the reorganization of McKesson 
& Robbins, world’s largest drug 
wholesaling firm, which Coster 
had formed in 1928 from the nuc- 
leus of the century-old company 
of that name. 

Ten days before, McKesson 
stock, fallen to 55¢ a share, was 
suspended from trading on the 
New York Stock Exchange. 


s All of which followed the dis- 
covery, on Dec. 2, by Julian F. 
Thompson, McKesson’s treasurer, 
that certain companies with which 
President Coster reported as deal- 
ing and a lot of crude drugs he 
reported as buying did not exist. 

Trustee Wardall learned that 
McKesson’s book inflation from 
these phony assets was $21,025,- 
658.16—of which about $2,870,000 
had been stolen over ten years by 
Coster and confederates, three of 
whom were his brothers. 

Of even greater concern was 
the reflection on the integrity and 
the future of a great organization. 
Some 7,500 employes wondered if 
they had jobs, and 25,000 share- 
holders feared for their equities. 
Forty-five hundred manufacturers 
whose products McKesson distrib- 
uted and 30,000 independent drug- 
gists for whom McKesson was a 
major source of supply faced dis- 
ruption and losses. Advertising 
agencies and media which re- 
ceived $1,800,000 of McKesson 
space and time annually were 
about ready to write it off. Scare 
headlines questioning the purity 
of McKesson’s own manufactured 

(Continued on Page 40) 


Change Oil... 
an old idea changes. 
See ‘In Washington’, 
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‘Decade after Coster, 
M’Kesson Drives Ahead 


Harder Selling 
Is Ahead, Motor 
Industry Agrees 


Parts, Accessory Demand 
Still Heavy, But Profit 
Margins Are Lower Now 


CuicaGo—More aggressive mer- 
chandising and advertising, and re- 
newed efforts to improve manage- 
ment and thus reduce operating 
costs, are ahead for the automotive 
aftermarket in 1949, the industry 
made clear last week. 

Manufacturer members of the 
huge industry, a part of the $20 
billion automotive service business, 
have for the most part filled back 
orders and are meeting present de- 
mands promptly. Wholesalers, 
though assured of a record 1948 
volume, are concerned about nar- 
rowing margins of profit. Mount- 
ing costs are a mutual problem, 
and are likely to get a lot more 
attention in the new year. 

The automotive parts and equip- 
ment that are expected to help 
keep the nation’s 41,000,000 motor 
vehicles on the road were on dis- 
play here during the five-day 
Automotive Service Industries 
Show, which piled up a new set 
of records of its own. Sponsors 
were confident that final attend- 
ance would be close to 22,000 man- 
ufacturer and wholesaler repre- 
sentatives, a new peak. Foreign 
wholesalers sent more than 250 
representatives. 


ws The show occupied 
square feet of floor space in the 


(Continued on Page 69) 
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COMING—The full-page announcement of 
the new Oldsmobiles will run in 3,500 
newspapers soon. Other ads are on the 
Rocket engine powering these Futuramic 
models. D. P. Brother & Co. is the agency. 


Big Oldsmobile 
Announcement 
Drive Opened 


3,500 Newspapers, 11 
Magazines, Plus Radio, 
Outdoor, Movies Used 
Detroir—A record-breaking an- 


nouncement advertising program 
to be followed by an across-the- 


| 


176,000, 


board support campaign was dis- 


|closed by Oldsmobile division of 


General Motors Corp. when the 
1949 line of Oldsmobiles were un- 
veiled at a special press showing 
at Lansing last week. 

The new program will be a two- 
pronged affair, one phase continu- 
ing to stress “Futuramic,” the other 
giving emphasis to the new Rocket 
engine, called by Oldsmobile gen- 
eral manager Sherwood E. Skin- 


_|ner the “most revolutionary devel- 


opment in automobile engines in 
50 years.” 
Starting in magazines and news- 


mile-long Navy Pier, more than papers Dec. 13, Oldsmobile’s ad- 


(Continued on Page 71) 
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‘It's Not Our Beards’: 


made Smith Brothers famous.” 
New York, is the agency. 


Last Minute News Flashes 
LBI Approves $125,000 Interim Budget 


New YorK—Licensed Beverage Industries’ board of directors has 
approved an interim budget of $125,000, carrying LBI’s advertising up 
to the end of its fiscal year, April 30. Media will be the same, Life and 
beverage, hotel and editorial business papers. Fuller & Smith & Ross is 


AAR Campaign ‘Unchanged’ for 1949 


WasHINGToN—The Association of American, Railroads is extending 
its $995,000 space budget for magazines, business and farm publica- 
tions unchanged into 1949. The association is also spending $1,180,000 
for the 45-minute Monday evening ABC program which began Oct. 
1948, for a period of 52 weeks. Benton & Bowles, New York, 


1, 
is the 


Smith Brothers 


PouGHKEEPSIE, N. Y.—-Smith Brothers is launching a campaign this 
month in 129 newspapers throughout the country for its cough drops. 
The campaign theme is “It’s not those beards—It’s amazing relief that | 
Sullivan, Stauffer, Colwell & Bayles 


G-E Picking Agency on Air Conditioners 


BLooMFIELD, N. J.—The air conditioning department of General 
A 45| Electric Co. will select a new agency within the next week. Newell- 


| Emmett Co., New York, which has handled the account since 1939, re- 


64| Signed it Dec. 1. 


(Additional News Flashes on Page 73) 


of sales 
'to what is required for satisfac- 
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TV Set Makers 
Long on Claims, 


Short on Service 


Coe, WPIX, Urges TBA 
to ‘Turn More Heat’ 
on Set Manufacturers 


New YorK—Robert L. Coe, man- 
ager of WPIX, last week urged 
telecasters “to put a little more 
heat” on video set manufacturers 
to make sure “that receivers are 
installed and adjusted to operate 
as advertised.” 

Mr. Coe made the statement at 
the annual meeting of the Tele- 
vision Broadcasters Association. 

Admitting that WPIX—a high- 
band station (channel 11)—is 
“not at all happy about this matter 
of installation and service of re- 
ceivers,” he said: “It is about time 
manufacturers devote a little more 
of their time and perhap$ more of 
their money to this particular 
phase of their business. 


s “They are one of the few seg- 
ments of this new television indus- 
try who might conceivably be 
operating in the black now, and 
certainly their whole future de- 
pends upon the success of our 
operations. Isn’t it reasonable to 
expect them to shoulder a major 
share of the responsibility for pro- 
per television reception?” 

More care in the installation of 
the receiving antenna, more care- 
ful alignment of the receiver, or 
perhaps a better receiving antenna 
—“one that is really designed for 
both low and high-band reception 
and installed properly’—were the 
WPIX executive’s suggestions for 
better reception of high-band sta- 
tions. 

“Our experience has shown that 
in practically every case satisfac- 
tory reception can be obtained with 
a reasonably satisfactory receiver 
and careful installation,” he said. 
“The basic television reception 
problem is ignorance—on the part 
of the public as to what they have 
a right to expect, and on the part 
and service people as 


tory installation.” 


@ Shortly after the Daily News 
station’s debut last summer a good 
many complaints were received 
from viewers who had trouble 
tuning the station. To find out 
more about the difficulties and 
to spike the “fantastic stories that 
high-band television would never 
be any good and there was no use 
in trying to adjust a receiver for 
t,’” WPIX ran an ad in the News 
asking lookers-in for complaints. 
Some 2,045 out of approximately 
240,000 viewers in the area at that 
time wrote to WPIX. Sixty-seven 
per cent of the writers reported 


,, they had had no service visit since 


the station went on the air; 672 
said the service men had called 
but they still weren’t pleased with 
the WPIX picture. The latter group 
fell into two categories: Customers 
who were told they needed an 


‘additional antenna or some other 


(Continued on Page 73) 
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Mary Ellis Starts Agency 
Question-Answer Service 


Mary B. Ellis, who for a number 
of years has worked with her hus- 
band, Lynn Ellis, on agency man- 
agement services, has established 
an Agency Questions & Answers 
Service at 75 Thomas Rd., West- 
Conn. AQA will be issued 
semi-monthly, starting Jan. 15, by 
subscription only. 

The service will publish agen- 
cies’ queries (identity withheld) 
and answer the questions. Ques- 
tions and answers will be handled 
in order of receipt. The subscrip- 
tion price is $30 for one year. 


Buffalo Papers Raise Price 

The Buffalo Evening News and 
Buffalo Courier-Express have 
raised their price to 5¢ a copy. 


MAILING LIST SERVICE 


Lists Bought, Sold, Exchanged, Rented. 
Compiled to order. Select individuals 
in all categories. Mail order buyers, 
Executives, Professionals, Accountants, 
etc. Submit offers; state needs. 


WALTER DREY, LIST BROKER 
49 W. 45th St.,N.¥.C.19,LU 2-1838 


Poll Upset Will 
Aid Techniques 


of Research 


Frankel Says Swing 
to Quota Sample Shows 
Lack of Competence 


New YorK—Techniques in re- 
search will continue to improve, 
and “it will no longer be possible 
to keep the methods secret,” Les- 
ter R. Frankel, Dun & Bradstreet, 
told a conference on the “Future 
of Market Research” held last 
week at the City College of New 
York. 

The conference, called to assess 
the impact of the election polls| 
on market research, was jointly 
sponsored by the American Mar- 
keting Association, New York/| 


Association, 


Advertising Age, December 13, 194 


New York chapter;|/in some research circles over the 


‘Society for Advancement of Man-| kind of sampling used, and about 
‘agement, New York chapter; Ad-|the alibis which have been de- 


| vertising Federation of America; 


| National Association of Manufac- | 


turers and American Management 
Association. 

Its speakers were, besides Mr. 
Frankel, Wroe Alderson, of Alder- 
son & Sessions and president of 
AMA, and Richard H. Moulton, 
director of market research, Gen- 
eral Foods Corp. As a panel of 
experts to answer questions, it had 
A. Edward Miller, Life; Fred Hav- 
iland, Stewart, Dougall & Associ- 
ates; and Dr. J. Stevens Stock, 
Opinion Research Corp. 


ws The meaning of the election up- 
set to the research business has 
now been so thoroughly analyzed, 


| summarized and pre-digested for | 


‘popular consumption that it is 
‘difficult for any speaker to turn up 
with fresh approaches. 
| what was said has been previously 
| reported. 

| Mr. Frankel’s 


rc 


|veloped for marketing research. 

“If marketing research contin- 
ues and practitioners defend their 
own methods by making state- 
ments to the effect that they are 
not concerned with measuring 
opinions or that precise estimates 
are not required to make business 
decisions, the future of the tech- 
niques is very dismal indeed,” he 
noted. 

He pointed out that, in the inter- 
rogation following the upset of the 
pollsters, sight had been lost of the 
previous claims that “their methods 
were ‘scientific.’ ” 


e Mr. Frankel modestly refrained 
from identifying himself with area 
sampling, attributing it to the Cen- 
sus Bureau, but Dr. Stock pointed 
out that Mr. Frankel actually orig- 


Most of} inated much of the technique. 


Mr. Frankel pointed out that 
‘many market research agencies 


talk on tech- have attempted to use the Census 


chapter; the American Statistical niques revealed again the concern Bureau method of area sampling 


FOR NEXT YEAR’S CAMPAIGN! 


Combined, we’ve wrapped it up for YOU with a new, low com- 
bination rate—the nation’s biggest inland market... rich central 


Indiana. 


* Saturation coverage in metropolitan Indianapolis 


* 44 rich counties with concentrated coverage 


* More than 114 billion retail sales* 


%* 550,500 responsive families* 


*% 63.5% above 


national average in 


net income per capita* 
*Survey of Buying Power Issue, Sales Management 1948 


* it’s your only effective coverage of this major Midwest 
market. Just check to see that you're boosting next year’s 


sales with... 


| 


e 


and | 


‘THE INDIANAPOLIS STAR 


| [FHE INDIANAPOLIS NEW! S 


only to find the method to be ex 
tremely costly as compared © jy 
‘quota sampling.’ At the thre 
becoming burnt financially, 
tendency has been to revert | 
to the use of quota sampling . 
to attack the government sam; 
as being perfectionists, ivory t »w 
erish and unconcerned with 
expenditure of public funds. '"); 
chain of events is indicative 
lack of technical competence 
the part of private research a 
cies.” 

He said area sampling is not th 
only type of precision samp in 
and that other indicators a, 
available. Other technique deve! 
opments which he believes are es 
sential: Improved interviewing, { 
show true opinion of respondent 
and to measure intensity of opin 
ion, to counteract rationalization 
improved methods of presentin{ 
final survey results; and greate 
speed in conducting surveys, s 
that the time lag between fiel 
work and finished form is not s 
great. 


0 


# Mr. Moulton said, “The valu 
of market research has not bee; 
altered one bit by the election da; 
upset. The manufacturer’s need fo 
a method of eliminating guess 
work in gauging consumer reactio! 
is just as strong as it was on Noy 
1.” 

He noted these differences : 
public opinion and market 1% 
search: Market research seldon 
tries to predict behavior; it i 
usually after broad trends, and ca: 
safely assume a 5% error; emo 
tional feelings of the respondent 
are seldom a factor. 

He does think that Nov. } 
“sounded a warning that the po!! 
whether public opinion or marke’ 
research, cannot be with impunity 
used as a substitute for thinking.” 

Mr. Alderson advocated better 
marketing management for bette 
research, insisting that better an- 
swers depend on better question: 
“Difficult and important as ar 
all the questions of sampling 
questionnaire design and statisti- 
cal analysis, these are subordinate 
to the preliminary analysis of th 
problem and advance considera- 
tion of how the answers obtained 
are to be applied. At its best, this 
step of analyzing the problem anc 
planning the application of results 
will be carried out by manage- 
ment and market analysts in close 
cooperation.” 


Two Join Hartwig. Inc. 
Robert H. Gale and Lawrence W 
Stenson have joined the Chicag 
sales staff of Hartwig, Inc., Mil- 
waukee display organization. 


Landy Appoints Evans 

Mrs. Ross E. Evans has bee! 
named art director of Cye Land: 
Advertising Agency, Columbus, 0 


For over 60 years 


AT LEADING PAPER MERCHANTS 
THE MARTIN CANTINE COMPAN 
SAUGERTIES, N.Y. 


Specialists in Coated Papers since 18! 
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Still another case history of a home furnishings advertiser who’s 
discovered the plus pulling power RETAILING is generating since it became 
a daily. Sloane-Blabon (Agency: Geyer, Newell & Ganger) has used four 
times as much space in RETAILING DAILY’s first 6-month 

period as they did in al] of 1947! More and more of these advertisers are 
recognizing this business-building fact: Because selling is a daily job, 
RETAILING DAILY is your best advertising buy! 


than ve" 
ou, wo? 


Retailing Daily A America’s No. I Home Furnishings Business Paper 


A Fairchild Publication ¢ 7 East 12th Street, New York 3,N. Y. 


j @ FURNITURE & BEDDING @ CURTAINS & DRAPERIES @ HOUSEWARES 
THE NATIONAL BUSINESS @ UPHOLSTERY FABRICS @ FLOOR COVERINGS @ MAJOR APPLIANCES 
DAILY COVERING: ] @ GIFTS & DECORATIVE @ CHINA & GLASS @ RADIOS, PHONOGRAPHS, 


ACCESSORIES @ LAMPS & LIGHTING TELEVISION 
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‘Masked Spooner’ Gets 
K-F Unit as Video Sponsor 

Motor Sales of America, a di- 
vision of Kaiser-Frazer Corp., Los 
Angeles, will sponsor a_ twice 
weekly telecast featuring the 
“Masked Spooner” over KTSL, 
Hollywood, starting Dec. 14. Ad 
Associates is the agency. 

The “Spooner,” a Jack Rourke 
productions character, wears a 
mask and cape and will not reveal 
his identity—even for the tele- 
viewers. Commercials on the 10- 
minute program will be live. 


A kABBIT ATTRACTS 
MORE WHENIN 


MOTION. 


PA, 


MOTIONIZE YOUR DISPLAYS AND ATTRACT 
MORE CUSTOMERS. We make the Units that 
operate the displays. WRITE US for DETAILS. 
—We May Help You. 

THE AMERICAN DISPLAY CO., DAYTON, O. 


Hirsch Program 
Proves Its Pull 
with Single Offer 


Cuicaco—Hirsch Clothing Co. is 
convinced that people listen to its 
radio program. 

After five years of sponsorship 
of “Telephone Quiz” over WGN, 
Hirsch switched this year to 
“Johnny Nesbitt’s Passing Parade.” 
The auiz program, which involved 
the familiar gimmick of making 
phone calls and paying off with 
merchandise certificates and other 
prizes, pulled well and created a 
good deal of comment, but the 
“Passing Parade” show, without 
any specific conversational or other 


the value of the show, despite con- 
tinued indications of high listener 
ratings. 

Last month Hirsch and _ its 
agency, Schwimmer & Scott, de- 
cided to find out whether the pro- 
gram had audience pull. So they 
ran a single commercial, saying 
frankly that they wanted to know 
whether the program had any lis- 
teners and whether it was pay- 
ing off for Hirsch, and would 
therefore sell all $25 dresses in 
the house at $9 the next day. 


ws The next morning the answer 
came at Hirsch’s store at Lincoln 
and Belmont Aves., one of the 
city’s outlying shopping centers. 
From a relatively slow start at 
9:30, when the doors opened, lines 
grew until they overflowed the 


hook, left Hirsch doubtful about| dress department on the second 


floor, wound down the staircase to 
the first floor, and finally out onto 
the street. Before the day was over, 
1,500 women had gone through the 
dress department, and 750 dresses 
had been sold. 

Hirsch actually lost $5,341 on the 
“sale.” But it proved to everyone’s 
satisfaction that the company’s 
radio program had an audience, 
and a responsive one. 


Ronson Starts Yule Drive 
Ronson Art Metal Works, New- 
ark, N. J., is launching a pre- 
Christmas campaign for Ronson 
lighters this week with 1,200 line 
ads in 116 newspapers in 106 cities 


throughout the country. The com-|» 


pany also continues to use radio 
and television selective announce- 
ments. Cecil & Presbrey, New 
York, is the agency. 


New 13-Market Comparison 
of Brand Preference 
and Product Use 


THE MILWAUKEE JOURNAL 


National Representatives—O’Mara & Ormsbee, Inc., New York, Chicago 


Detroit, Los Angeles, San Francisco 


Newspapers in 13 important mar- 


kets conducted Consumer Analysis 


surveys in 1948, all again using 


identical questions and following 
the research technique used by The 
Milwaukee Journal in twenty-six 


annual surveys. 


As a result, you can now compare 


consumer buying habits, 


brand 


preference and product usage for 


ized surveys. 


Fresno Bee 


Newspapers Co-operating in 
Standardized 


Consumer Analysis Surveys 


Omaha World-Herald 

Illinois Daily Newspaper Markets 
Philadelphia Bulletin 

Indianapolis Star 

San Jose Mercury-Herald News 
St. Paul Dispatch & Pioneer Press 
Sacramento Bee 


Modesto Bee 

Columbus Dispatch 

Seattle Times 

Birmingham News Age-Herald 
Milwaukee Journal 


1,766 brands in 137 product classi- 
fications across the nation. This in- 
formation is conveniently available 
in a single 150-page digest combin- 


ing the data from the 13 standard- 


Side-by-side tabula- 


tions for the 13 markets gives com- 


parative brand positions at a glance. 


Subjects covered include grocery 
products, soaps and cleansers, drugs, 
toiletries, cosmetics, foundation gar- 
ments, appliances, alcoholic bever- 
ages, cigarettes, gasoline, oil and 
tires. Get your copy from The Mil- 
waukee Journal or one of the co- 


operating newspapers listed here. 
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McCann-Erickson 
Presidency Goes 
to Harper, 32 


New York—Marion Harper . r. 
was elected president of McCan )- 
Erickson last week, succeeding 4. 
K. McCann, who becomes cha r- 
man of the board. Under the new 
setup Mr. Harper, who at 32 is 
probably the youngest president of 

a major agency, 
z, will direct opera- 
tions, and Mr. 
McCann will con- 
tinue to supervise 
policy. 

Mr. McCann, 
69, founded the 
H. K. McCann Co, 
in 1912, and be- 
came president of 
McCann-Erickson 
on its formation 
in 1930. The 
agency currently bills about $55,- 
000,000 annually. 

Harrison Atwood, one of the Mc- 
Cann Co. founders and senior vice- 
president of McCann-Erickson, was 
named vice-chairman of the board. 
Mr. Atwood will be chairman of 
the executive committee, other 
members of which, in addition to 
McCann and Harper, are John L. 
Anderson, vice-president and 
treasurer, and L. S. Briggs, vice- 
president and manager of eastern 
operations. 


M. Harper Jr. 


es Mr. Harper graduated from Yale 
in 1938, joined the agency as an of- 
fice boy-trainee in 1939, and has 
been successively in the agency’s 
research department, manager of 
copy research, director of the re- 
search department, vice-president 
in charge of research and merchan- 
dising (1945), a director (1946) 
and in 1947 was named assistant to 
the president and a member of the 
executive committee. 

For the past 17 months he has 
been in charge of agency planning, 
and is one of the few agency presi- 
dents to arrive by the research 
route. 

Mr. Harper is a member of the 
board of directors of the Advertis- 
ing Research Foundation, of the 
technical committee of the Broad- 
cast Measurement Bureau, of the 
research committee of the Ameri- 
can Association of Advertising 
Agencies, and told AA he expects 
to continue these extra-curricular 
activities. He is the author of a 
book, “Getting Results Out of 
Advertising,” to be published by 
Funk & Wagnalls. 

His father is currently head of 
his own research company, Marion 
Harper Associates, and was a vice- 
president of Schenley, Ward Bak- 
ing, the Blackman Co. (Compton’s 
predecessor) and Plymouth Adver. 
tising. 


FTC Drops Suit Against 
Park & Tiltord’s Tintex 


The Federal Trade Commissio1 
last week dismissed a complain’ 
issued two and one-half years agc 
against advertising for Park & Til- 
ford’s Tintex. The complaint wa: 
one of a series in the householc 
dye industry which led to a trade 
practice conference in November 
1946. 

In closing out the action, FTC 
said Park & Tilford is complying 
with the trade practice rules which 
the industry adopted. 
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DISPLAYS 


POINT OF SALE 
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A short time ago, Fact Finders Associates, Inc. made a survey in one of 
Los Angeles’ leading department stores to determine magazine audience 
ACTIVITY at the POINT-OF-SALE where home furnishings and equipment are 
sold. Among questions asked shoppers selected at random in these depart- 
ments were: 


“From what magazines do you get most helpful ideas in general 
about home furnishings?” 


And that’s how it was discovered that proportionately more House 
BEAUTIFUL readers are prompted into action in home furnishings depart- 
ments of retail stores, than readers of any other magazine. 


a 
The Pay-Off’s at the Point-of-Sale: \t follows then, that a magazine 
can only be as effective an advertising medium, as its audience is ACTIVE 
at the point-of-sale. In Los Angeles, for instance, HOUSE BEAUTIFUL de- 
livers circulation which is only .. . 
... 1/7 of Home Magazine B—but exerts 1-9/10 times as much influence per copy 
2/9 +“ ‘“ ‘“ C ‘6 3-1/6 ‘s 66 66 ‘“ ‘“ ‘sc 
. 1-1/8 more than“ “ D--“ “ 11/3 * “ % e ts 
.. 1/7 of Women’s Mag. A—-but exerts 3-2/5 times as much influence per copy 
a bs 7 ae? ae 2 Oe 7 So 
——_— . fs * ese * * = , 
ee, ww “ ee, ce one ieee . sailed 
(Note; Neither Weekly Magazine A or B rated in this city.) 


ow i A ea AR Bom 


i what magazine produees more §.A. in L. A? 


Leading us to conclude: that while some magazines have more circu- 
lation (in numbers) than House BEautiruL—and some may even have 
richer readers—the happy medium for home furnishings and equipment 
advertisers is: 


not in multi-million circulation magazines, whose readers though ready 
and willing, operate ‘so close to the base-living-cost line, they are unable 
to make major expenditures— 


nor in magazines which claim circulations largely among the almost-multi- 
millionaires, who are already surfeited with capital goods— 


BUT in House BeautTiruL magazine—which selects its circulation (by 
reason of editorial concentration and a premium price) and each month 
delivers more than 520,000 families (with above-average incomes—and 
CASH to spend) at the peak of their accumulative-purchasing power. And 
whose basic interest in improving their homes and their living conditions 
is certified by their avid, regular readership of America’s most authoritative 
home magazine. 


want to check your media S.A? 


Then send for a House BEAUTIFUL representative today. He’ll explain this 
new method of media evaluation (based on Fact Finders’ survey of 3500 
shoppers, personally interviewed at the point-of-sale in major home fur- 
nishings departments of 12 leading national department stores )—and 
show you why S A is a vital factor in making advertising pay. 


ah Se cs 


ee: ——e oe 4 Se ee ee myers ‘ Lite % : a : pa ee, 2 aa Se ee Yar Se aS ae “or vay a a3 en a a ee ae 
oe eee. i ees | a er ae eee eee. ee, Cr De, ee ee se et aS eee ee ar ae — ua 
Bs elite ee <. ea ES ts a 6 a eam 6 iad Oia DRC MM, 2 sade SeeEN ga a eine ayy a eee Yaa ae | iieg: hoo Raab tame” aS Re pers ae ee 
ee ghee es PT eR Ver one Sigil : hy Seg ee a Le al a yh ae ee, ex, ie i Eee oe eet ae ee ae hm OND oc SMS. 2 = 
Ce Ses 
13, 1548 ne 
ae Se 
SO Gy oa 
5Or 
Sera 
ier See 
‘aa 
in 
» 
So 
» as igs, 
eens 
4 : she 
ae 8 
= 7 
pee 
soNese 
ez 
‘on 3 - ; * f 
ws ; 
“i és « ' 
i i / 
ty cea 
Qe . x ~ 
4 - &: a ae oe 
a ag ee 1 a . a ae 
ib ee i, q PS OS tS Naas 
» “are oe, or or 
Zs b. ¥ $e. . . b a 
# we op: J on - > | 
‘é eer ras 7 G 
; / odie 7 : ' 
: e ™% e ; 
Xo 0°. Cae . | 
ae -. i 
& a FF. ted % : > P an 
> 4b ‘¢ a —_—) 
oh Og: siege ? "es tag 4 et 
he ‘ * ms * : 
» —- : 
po & *e eee ae. : 
45, ® ye * ee 4 : " eee bine ee gg he ME, ree P a 
4 4 x «e ee ee ss a 
> ‘ ‘. ; » 
“ Ae? ; : ed * a eS 6 eS a * oe * : ze a 
© 2 a eae ata ea athiateasaiit lca alt ° - 
i, * ee aS 
amr 4 . : 
ain 
Be 
Bie 
ee 
ne 
pes Be 
Gus 
‘<a 
peer 
Bo dict : 
euros 
Pn 
ot ea 
Scala 
: 7a ois 
By Ae 
aa 
feng iy 
We gu eee 
ee 
Pesaye * 
bere 
Pa ane ae 
heen a 
— = — = LE eee ee ee Jaa 
te. 
se i 
ia 
Bde 
ae 
Rarst 2 
. ees nM 
eee 
eS, 
ee 
YO m 
r gh TOUR, 
' ° £ % 
Why Mouse eautiful of course ‘ : A 
wy ° ie %, 2 i eek 
| nas “igen: 
# your he 
ae 
t 7 : Be 
ee | ee 3 
3 ate 
a td mets 
 € » ie. 
te iSt ced 
- ae ry. Se 
f= ae. tee sen i. wae a Os SE Oe por’ ~~, ea) a 
le et Sg Sit ape SE TY r Sa ah BR eS m MHC. ET aes 38 :. \ Sig le 
FS SG Ee ME ARNE AOA RRR IEEE ARE A 8 OEE LEE as ANNES IONE ait POE VOI se RETO ADL IN ETE ERR it BRA Op, BH oN 1 OPOLOYLLRE SP. Bes Ap a Sos 
: ‘ i ; ; KY . OO tt, “sha mie * 
: SSeS RS ERR cuaaba i” ne se Bt : ta oe Be ed 
_ ae ge set at oo a" . er 
. ¢ , # “fe ere oS 
. f yy; Avil ee 
a . F ? iy ‘ be a i “3 is Hes 
Pe es i J , or f ee x eee 
% ee ; , y, 20 
Cee - : ¢ “ 4 ” - m7 At See 
= ) yp” : sag Hex 
P og nl 4 jy et g 
any ae “ aE aoe : aS. 4 Wy al mec ne 
we ESR eed INS ae 5 S ‘ - sa Silt actitacdl ; i a v7 4 ene sO bis os 
of . Ps , ‘ . : 4 
E at. i Bs # F . ae “4 &5 : ‘i oa 
| ve $440 4 rs 5 _ ae 
callie ee aa 
9 a 
Ps > : / ‘ * s 
ay =e ees aay A rae s ag at ris seas welet Say SY ate ue ae a we Re newteeael ap pceeee = a Be aries tap Bah Ea i see eh re Bis i or fare "aia os Pec Wiens Pedy aoeleia ~ ie BEE eres inci RN = hee i Fy ibe rie es ey i eet he o : ig . i oe - he ‘J a se = ave wee es ee Ee i | 


Appoints Lindsay Agency 

Bright Light Reflector, Inc., 
Bridgeport, Conn., has named 
Lindsay Advertising Agency, New 
Haven, Conn., to handle its adver- 
tising. 


Marcal Appoints Schmitt 


Marcal Paper Mills, Inc., Pat- 
erson, N. J., has appointed J. J. 
Schmitt as chain store sales man- 
ager of the Marcal line of con- 
sumer paper products. 


MARK 'ANDY Announces 


PRINTED 
SCOTCH 
TAPE 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
teor off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, Inc. of St. Lovis 22, Missouri. 


| which, until now, have used what- 
‘ever means at their command, 
short of open opposition, to dis-| 
courage the growth of FM. 
| “TI believe,” said Mr. Gross, “that 
any major decision should be voted 
New Britain, Conn.—A deter- upon by the FMA members. At) 
mined protest against the proposed least give the independent opera-| 
| 


NAB’s Absorbing 
of FM Association 
Protested by Gross 


‘absorption of the Frequency Modu- tors an opportunity to speak up. 
lation Association by the National|The FM operators should not be 


'Association of Broadcasters has S0ld short, and that is exactly 
| been made by Julian Gross, pres- what the FMA directors will do i 
ident of the New Britain Broad- they merge with the NAB with-| 
casting Co., operator of WKNB and | ut consulting all the FMA mem- | 
WKNB-FM here. bers first.” 
In a letter to Everett L. Dillard, 
FMA president, Mr. Gross de-|Adds Gene Robertson | 
clared: “While I realize that the Gene Robertson, formerly pro-| 
FMA has had rather hard sledding, | duction manager of the San Fran- | 
it has tried hard to represent the| cisco office of McCarty Co., has 
independent FM operators. If the | Joined the production department 
organization is absorbed by the | 0f California Spray Chemical Co., 


NAB, that representation will be Richmond, Cal. 
completely lost and, I believe, is 
the beginning of the end of any 


ized effort ‘ : 
perigee 7 aoyygd vu treal, has been appointed to handle 
° > ear, he CON~ | the national advertising of Jenkins 


| 


Jenkins Names Stanfield 
Harold F. Stanfield Ltd., Mon- 


tinued, “greatly influenced by the Bros. Ltd., Montreal, valve manu- 
networks and the large operations facturer, effective Jan. 1. 
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Dealership Lure 
Overwhelms Auto 
Sales Officials 


Call of the Dollar, 
California Attract 
Manufacturers’ Best 


By MILLER HoLLINGSWoRTH 


Detroit—Word that automobile 
dealers are making big money has 
made no impression deeper than 
that on the sales executives who 
work for the companies that make 
the autos. 

A survey of the industry by 
ADVERTISING AGE reveals that al- 
most every auto maker has seen 
some of its top sales personnel leave 
to become dealers. And a close 
examination discloses that the ex- 
odus is by no means slowing down. 

Those leaving company jobs to 
enter the retail field range all the 
way from general sales managers 
to plant chauffeurs. This is all in 
spite of the fact that the manu- 
facturers have tried to discourage 
their officials from becoming 
dealers on the theory that some- 
how the public will turn this into 
a reflection on the car makers 
themselves. 


ew One of the most prominent sales 


,executives to become a dealer re- 
|cently was S. W. Munroe, general 
|sales manager of the Chrysler di- 
'vision of Chrysler Corp. He re- 
| signed to become a Chrysler dealer 


In Philadelphia— nearly everybody reads The Bulletin 


| 


pple 


Evening and Sunday 


in California. 

California, by the way, has been 
the big attraction: Most of those 
leaving the companies for dealer- 
ships have entered business on the 
West Coast. This, no doubt, was 
influenced by the series of sur- 
veys conducted by automobile 
manufacturers which indicated a 
definite shift in the purchasing 
power of the nation westward. 

Another general sales manager 
who stepped out to become a dealer 
was Norman Slack, who resigned 
from the top sales post at Packard 
Motor Car Co. to become a Lin- 
coln-Mercury dealer in Portland, 
Ore. 


a Others: 

Roy Abernathy, eastern regional 
manager for Packard, left to take 
over a dealership in Hartford, 
Conn. 

Dean Sellers left a sales post 
with Ford Motor Co. to become a 
dealer in the Detroit area. 

L. F. Skupt left the sales man- 
iger’s post at Nash Motors to be- 
come a dealer in Denver. 

C. P. Simpson, former top sales 
chief at Pontiac, quit to take over 


| a dealership in Texas. 


T. W. Skinner, formerly general 


;manager of the Lincoln-Mercury | 


division of Ford Motor Co., is now 


a dealer in Miami. 


‘major company, is now a “oy, 
| dealer in California. 

| Jack Hutchins, former assis ay 
/sales manager for Dodge, took | ve 
a Dodge dealership in San . }s 
| Calif. 

| L. D. Cosart, head of Di ig 
truck sales, is now a deale) j 
Oregon. 


sa W. W. Romain, an advertisi, 
executive on the Plymouth acccun: 
and Tom Brown, former sale 
manager for Chevrolet, left to ak 
over dealerships. So did Jame 
Irwin, who had been public re 
lations director at Ford Moto) 

T. J. McCarty, Atlanta region, 
manager for Dodge, resigne 
take a Dodge dealership in Lak 
land, Fla. 

R. J. Burke, district sales man 
ager for Ford in Atlanta, droppe 
his post to become a Ford deale 
there. 

Two plant chauffeurs for th¢ 
Chrysler Corp. walked in and r¢ 
signed and announced they werd 
opening a dealership in Ohio 
“Just where they got the money w¢ 
don’t know,” said a Chrysle 
spokesman, “but the boys are doin 
all right for themselves.” 


@ What has caused this trend’ 

One top industry spokesman sai 
the answer can be best found | 
ambition. “Most of the top sale; 
executives have spent years tellin 
others how to operate dealership 
and feel they can do a well nig 
perfect job and reap a harvest o 
dollars.” 

However, past records do no 
bear out this belief. Sales execu 
tives have a dismally poor recor 
as dealers in normal times, accord 
ing to an industry spokesman. 

Also, a dealership offers one hi 
own business and escape from thé 
constant pressure under. whic! 
sales executives have been su! 
jected since the war. 

Automobile dealers today are | 
about as sound a financial positio 
as any one group in America. A 
the last meeting of the Nationé 
Automobile Dealers’ Associatior 
one financial writer called th 
group “the wealthiest single seg 
ment of American business.” 

The way was left open for th 
postwar shift from sales positio! 
to dealerships when many deale! 
ships were vacated by owners whi 
guessed wrong and believed th 
shortage of automobiles woul 
hamper profits. The sales officials 
apparently, were in a better pos 
tion to predict what the futul 
would hold and grasped the op 
portunity. 

The ethics of the automobi! 
dealers have been severely crit 
cized, and some companies, notab!} 
Ford and Oldsmobile, have can 
haere out dealerships for braze! 
violations. But so far those leavin 
sales positions to become deale! 
| have “kept their noses clean.” 


| Flexnit Names Gomperts 


| George R. Gomperts has bee 
/named to the newly created po: 
of executive vice-president of Flex 


Don Grant, an industrial re-| nit Co., Elizabeth, N. J., manufx 
lations department chief for a'turer of Flexnit girdles. 
ABC 
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OKAY — 


but what's 


in it 
for me? 


ee 
S, America’s the richest country 
in the world. So what? 


*“So Americans produce more than 
any people on earth. Okay—but 
what’s in it for me?”’ 


At all times, in all ages, nations 
have had to answer that question— 
or go out of business. 


‘The average man—the worker, 
the farmer, the small businessman 
—is human enough to ask: “What 
will it do for me—for me and my wife 
and my kids?” 


Let’s look at the record— 


Here in America we have the best answer 
in the world to that question. 


Machine Power: Since 1910 we have increased 
our supply of machine power 4/4 times. 


Production: Since 1910 we have more than 
doubled the output each of us produces for every 
hour we work. 


Income: Since 1910 we have increased our annual 
income from less than $2400 per household to 
about $4000 (in dollars of the same purchasing 
power), yet 

Work Hours: Since 1910 we have cut 18 hours 

from our average work week—equivalent to two 

‘ present average workdays. 


| 


BUT THE BEST IS YET—Youw’re right— 
things can be even better . . . and must be 
better. Right now, everyone admits prices are 
too high. We still have the threat of boom 
and bust. Our system has faults, yet it has 
brought more benefits to more people than 
any other system ever devised. 


We can beat the boom and bust cycle. We 
can have even better food, better clothing, better 
wages, better homes, more leisure, more educa- 
tional and medical facilities. 


We can have all this IF we all continue to 
work together and share together . . . IF we 
continue to realize that each American’s per- 
sonal standard of living will rise in proportion 
to how much all Americans produce through 
better machines, better methods, better team- 
work. 


And that’s about it. What’s in it for you 
depends on what’s in it for America, 
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WANT TO HELP? MAIL THIS! 
Pusuic Poticy COMMITTEE 

Tue Apvertisinc Councit, Inc. 

ll West 42nd St., New York 18, N. Y. 


I want to help 


I know that higher wages, lower prices, shorter 
hours and larger earnings can all result from 
producing more goods for every hour all of us work. 


Therefore, | will ask myself how I can work more 
effectively every hour I am on the job, whether 
I am an employee, an employer, a professional 
man or a farmer. 


I will encourage those things which help us produce 
more and add to everyone's prosperity —things 
like greater use of mechanical power, better ma- 
chines, better distribution and better collective 
bargaining. 

I will boost the good things in our set-up, and 


help to get rid of the bad. 


I will try to learn all | can about why it is that 
Americans have more of the good things of life. 


Please send me your free booklet, “The Miracle of 
America” which explains clearly and simply, how 
a still better living can be had for all, if we all 
work together. 


Name a 


Addres- 


Occupation———__ 
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Two Join Hutchins Agency 


Richard L. Eastland, formerly 
with Roy S. Durstine, Inc., has 
joined Hutchins Advertising Co., 
New York, as assistant to H. Pier- 
son Mupes, vice-president in charge 
of radio and television. Eugene S. 
Schiess, formerly with ABC, has 
joined Hutchins’ radio and tele- 
vision department. 


. 
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The GRADE TEAC 


Darien, Conn. 


Political leaders never over- 
look school texts and school 
teachers. They can be impor- 
tant to you. 


A SMALL MAGAZINE 
with 
A BIG INFLUENCE 


Hooper Will Extend 


His Video Coverage 


New YorK—C. E. Hooper, Inc., 
| will provide monthly ratings and 
share of audiences comparable 
with AM for nine television cities, 
starting in January. 

The organization’s teleratings 
previously have been confined to 
\'the New York area. Cities to be 
'added are Philadelphia, Baltimore, 
Washington, Cleveland, Detroit, 
‘Chicago, St. Louis and Los Angeles. 
Other cities will be included as 
their TV circulation increases. 

Mr. Hooper did not specifically 
indicate how much this expanded 


| 


|service will cost. However, he said: 


| “Information about TV audi- 


ences, like everything connected 
| with TV, will be available only at 
the high rate. What is proposed in 
‘section II of the expanded city 


| Hooperatings report—which will 


include ratings and share of audi- 
ence based on samples identical 
with AM—is the basic, compara- 
tive AM-TV audience pattern only. 
It will be comparatively inexpen- 
sive. 

“Section III of the report in- 
volves much penetrating research 
into TV audience homes. To keep 
abreast of competition, agencies, 
advertisers and networks should 
now be setting up reserves to cover 
the future TV information needs.” 

The radio researcher said the 
cost of New York teleratings alone 
currently “is running above 50% 
of the entire amount set aside for 
the production of U. S. Hooperat- 
ings, the nationwide projectables, 
in 1949.” 


Thomas Ellis Joins Maxon 

Thomas J. Ellis, formerly in the 
media department of Sullivan, 
Stauffer, Colwell & Bayles, New 
York, has joined Maxon, Inc., New 
York, as a space buyer. 


Six Objectives 
Seen for AMA’s 
$3,500,000 Fund 


Cuicaco—Although no action 
will be taken on the disposition of 
the American Medical Associa- 
tion’s recently-approved $3,500,006 
fund to oppose government con- 
trolled health programs until the 
AMA’s planning committee meets, 
association officials last week 
hinted that the drive will include 
“six targets.” 

The six objectives formed the 
basis of the public relations prob- 
lem clinic, a feature at the first 
public relations conference of the 
association, held in St. Louis. They 
are: (1) Selling the need for pub- 


HOW MANY NEWSPAPERS 
IN THIS PICTURE? 


EACH IS READING HIS OR HER OWN LOCAL NEWS 
ALL THREE PAPERS ARE DIFFERENT IN EDITORIAL CONTENT 


ANSWER: Actually, there is but one newspaper in this picture — 


The Salt Lake Tribune. For with its (1) City Edition, serving the metro- 
politan Salt Lake City area, (2) Stote and Intermountain Edition, serving 
Utah (outside of Salt Lake City metropolitan area), Wyoming and 
Nevada, and (3) Idaho Edition, serving 23 counties in southeastern Idaho, 
The Salt Lake Tribune is actually 3 newspapers in one! 
intensive coverage of the entire 4-state “million market” makes The Salt 
Lake Tribune the local newspaper to readers throughout this vast area. 


Its wide and 


Salt Lake 


WEALTH 
A diversified economy assures con- 
tinued and soundly based growth. 
Four major sources of wealth: (1) 


~ QUICK FACTS 


about the 
“Million Market’ 


ae 


Market center is Salt Lake City, geo- 
graphically independent of all other 
metropolitan centers. The Inter- 
mountain Empire is a 4-state uni- 
fied market, including all of Utah, 
23 counties in southeastern idaho, 
5 counties in western Wyoming and 
7 counties in eastern Nevada. 


- : af 


LATION 


City zone population — 
230,973; city and trading zone — 
466,224; 4-state market of the Salt 
Lake Tribune-Telegram — 996,000. 
Population increases since 1940 
census in the 3 areas are 20%, 10% 
and 11% respectively. 


An average of 18 pages are completely re-plated in an average daily 
issue of 38 pages. 


To the advertiser this means more intensive reader interest, plus the 
advantage of directing his advertising directly to each of these 3 reader 
groups, making only a few changes or a complete new advertisement 
in each edition as he wishes. 


The circulation of the Salt Lake Telegram (evening) is concentrated 
in Salt Lake City and the retail trading area. 


DRAMATIC EVIDENCE 


This new brochure reproduces in miniature typical 
daily editions of The Salt Lake Tribune-Telegram, 
demonstrating how you can buy 4 newspapers in 1, 
how reader interest is assured, and how you can 
localize your advertising and test copy appeal. 
Ask your O'Mara & Ormshee representative to 


show it to you. 


The Salt Lake 
Crilmue - Celegram 


Nationally Represented by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


Mining — world’s greatest non-fer- 
rous smelter center; (2) Agriculture 
and livestock — providing never- 
ending revenue cycle; (3) Manufac- 
turing — U. $. Steel Corp.’s new 
Geneva plant ushers in new indus- 
trial era; (4) Tourist Trade — more 
than 2'4 million visitors annually. 


The Salt Leke Tribune -Telegram’s 
"Million Market’ coincides almost 
identically with the wholesale trade 
area of Salt Lake City’s distributors 
ond fobbers. Advertising placed in 
the Salt Loke Tribune - Telegram 
gives your Salt Lake area represent- 
atives complete coverage of their 
market. 


HOW TO REACH 


This 4-state Salt Lake “Million Mar- 
ket” is dominantly served by the 
Salt Lake Tribune-Telegram, a truly 
regional newspaper with a home- 
delivered family coverage three 
times greater than the other Salt 
Lake newspaper. 
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lic relations to the profession; ‘2) 
using public relations to aid me 4j- 
cal prepayment plans; (3) in. 
proving the handling of emergency 
and night calls through action of 
local groups; (4) cooperating w ith 
speciai publics, such as labor, ¢o- 
operatives, the press and radio; (5) 
cooperating with health agencies 
and (6) offering citizens volun. 
tary solutions to their health cire 
problems. 

Approval of the $3,500,000 pub- 
lic relations war chest, to be raised 
by an assessment of $25 per mem- 
ber, was taken at a closed session 
of the St. Louis meeting and an- 
nounced after the press had 
learned about it. 


@ Exactly how the fund will be 
used to promote the six objectives 
(and others which may be added 
later) is not yet known. There are 
indications, however, from results 
of a survey of state associations 
last spring, that much of the actiy- 
ty will take place at the local level 

This was further suggested in 
the address of Lester H. Perry, ex- 
ecutive secretary of the Pennsy!|- 
vania Medical Society, who stressed 
the need for doctors to develop an 
awareness of problems dealing 
with their patients in relation to 
the community. 

Speaking on the second of the 
six targets, Charles G. Hayden, 
medical director of the Massachu- 
setts Medical Service, offered a 
case history of the newspaper ad- 
vertisements used in Massachusetts 
to promote the state’s medical pre- 
payment plan. He gave detailed de- 
scriptions of what type of reader 
impressions would be achieved 
with each of the ads. 


s With regard to improving emer- 
gency and night calls, Theodore 
Wiprud, executive director of the 
medical society in the District of 
Columbia, made a slide presenta- 
tion of the capital’s secretarial sys- 
tem. “The fact that the physician 
or the alternate designated by him 
is readily available makes for 
grateful patients,” he said. 

While no agency has yet been 
selected to handle the advertising 
which may be employed as part 
of the public relations campaign, 
it is understood that several agen- 
cies already have made overtures 
to the AMA. 

Final decision on methods to be 
utilized in conducting the drive 
will probably be made when the 
planning committee, composed 
both of medical association officers 
and board members, meets some- 
time after the first of next year. 
Opposition to the assessment is ex- 
pected from some doctors. 


Frequency Modulation Group 
Meets With Inland Members 


The Frequency Modulation As- 
sociation met in Chicago last week, 
with about 25 members of the In- 
land Daily Press Association as 
special guests. Objective of the 
two-day session was to seek co- 
operation from publishers who are 
interested in FM, for the purpose 
of gaining increased promotion 
support for FM from radio set 
manufacturers. 

Ray Lindgren, president of Store- 
casting, Inc., and Frank Pelligren 
and R. C. Crisler of Transit Radi», 
Inc., were featured speakers. Stew - 
art Warner Corp.’s radio division 
and Radio Inventions, Inc., demor- 
strated facsimile operation. High- 
light of the meeting was the in- 
augural broadcast of the wester1 
FM network. 


Opens Radio Production Co. 


Arnold Marquis Production:. 
headed by Arnold Marquis, writer- 
producer, has opened offices 2! 
6404 Hollywood Blvd., Hollywooc. 
The organization will service ra- 
dio and television shows. 


Reed Candy to Hill Blackett 


Reed Candy Co., Chicago, has 
shifted its account from Reincke, 
Meyer & Finn to Hill Blackett Co, 


Chicage. 
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Only Johnny could tell you. And he didn’t 
hear the question. Even if his dad wasn’t exactly 
whispering, and only a floor away. Oy 
soap or water... But Johnny’s been 
mighty busy those twenty minutes! 

He test-piloted the modified jet F-X89L vy 
to Mach 1.5—half again as fast as sound and a 
new world record! Little wing burble, everything 


else was okay. With faithful Mwango Pwango, 
he scoured the Dahomey bush after Senegalese 


upstairs twenty minutes ago to wash 
up for dinner, is still dawdling with 
the washcloth, face untouched by 


opium smugglers. 

Explored the secret cave of the giant bats. 

Tried out a surfboard off Kauai—nothing to 
it when you catch on to the timing. 

Two or three other alluring projects had to 
be put off because of dinner... Johnny wet 
his face and hands delicately, used the towel 
briskly, and clattered downstairs. 
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BPawp ine and day-dreaming by kids are as 
inevitable as missing teeth and skinned 


knees...product of an imagination 
that develops faster than the owner. 


J ohnny! ... where IS that boy? 


Copyright 1948, National Comics Publications, Inc. 


The young imagination must also be fed... 
and the favored fare of Junior America is the 
comics magazine. By and large, it’s some of the 
best fodder. Without outside suggestion, kids 
dream up stuff that gives psychologists shivers! 

The comics supply several lifetimes of 
vicarious experience, without loss of life, 
= limb,or illusion ... afford a varied education 
as to places, people, animals, modes and 
means of life... and serve as a preparatory 
course on what to expect and avoid in real life. 

Another salutary factor is the conventional 
morality observed by most comics magazines. 
The good characters come out all right—the 
others get what’s coming to them! 


BRECENTLY, some comics magazines have 
been criticized, and justly so, in our opinion, 

If parents and teachers would supervise the 
magazines read by their children, the moral 
and social standards of comics magazines will 
advance sharply. Publishers are more impressed 
by unsold copies than distant disfavor! 

National Comics some years back set up its 
own Editorial Advisory Board of experienced 
educatorsand psychologists, to establish proper 


#i NATIONAL COMICS PUBLICATIONS, inc. 
480 Lexington Avenue, New York City 


This advertisement appeared in the Saturday Evening Post of November 20 


standards in our publications, and a working 
code which is closely observed by our editors. 

National Comics Editorial Advisory Board 
consists of: Miss Josette Frank, consultant on 
children’s reading, Child Study Association of 
America... Dr. C. Bowie Millican, New York 
University ... Dr. Lauretta Bender, Associate 
Professor of Psychiatry, New York University 
... Dr. W.W. D. Sones, Professor of Education, 
University of Pittsburgh ... Dr. S. Harcourt 
Peppard, Acting Director, Child Guidance 
Bureau, City of New York. 


We think you'll find National Comics right 
for young readers. The seal on the corner of 
the front cover makes them easy to identify on 
the newsstands. 

And we will welcome the comments of 
parents and teachers. 
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In the realm of “big business” smart media buyers 
know that quality of readership counts more than 
quantity. No matter how eye-catching your ad... 
how clearly delineated your sales points .. . it is 
wasted unless read by decision-makers. 


You would have to spend from nearly double to 
over 7 times as much in any other executive maga- 
zine to talk face-to-face with so many top level de- 
cision-makers as you reach in 12 pages of ForBEs 


for only $10,000. 


With your advertising dollars becoming more 
precious daily, you'll be gratified at the leverage- 
power of each dollar doing extra duty in ForBes. 


Here’s why you get more dollar-for- 
dollar advertising return in FORBES! 


No other general business magazine brings your 
message to the attention of so many upper echelon 


business executives as Forses. For 31 
ForsEs has lived with “big business”, talking its 
language, understanding its psychology, holding 


years 


its confidence .. . a proud record! 


No other general business magazine offers you 
such advertising economy. ForBrEs’ regular read- 
ers include most of the approximately 20,000 who 
rate the title of Top Management. With limited 
reading time, these key executives find that 
Forses keeps them better informed on business 
... faster! 


ForBEs invites you to compare its rates, read- 
ership and results with any of its competitors’. If 


you’re after quicker responsible response... you'll 
find Forses first in ’49! 


IT HAS POWER TO MOVE THE 
MIGHTY AT MIGHTY LOW COST 
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‘|MIGHTY LOW COST! 


i 


Cost of Monthly Advertising Schedule 
In The Executive Magazine Group 


EDDIE RICKENBACKER 


President, Eastern Air Lines 


(BLACK & WHITE PAGES) 
GUARANTEED ANNUAL 
CIRCULATION cost 
FORBES 100,000 $10,260 
Business Week 175,000 $19,435* 
> U. S. News & World Report 350,000 $29,640* 
Fortune 235,000 — $31,500 
Newsweek 700,000 $33,280* 
Time 1,500,000 $7 1,370* 


“T look forward to receiving 


FORBES every two weeks. 


*13 insertions 


ee 
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Magazine of Business 


POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 
(Write FORBES, 120 Fifth Avenue, New York 11, N.Y., or dramatic proof in brochure “Power To Move The Mighty.’’) 


eel I like its frank, fearless and 


authoritative interpretation of 


current business developments.” 
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Advertising Age — 
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Congressional Investigations Can Be Helpful 


The current congressional inves- 
tigation into new car sales prac- 
tices has gone a long way to re- 
vive our heretofore limited faith 
in the value of the congressional 
investigation as a factor for the 
public good. ; 

The reason for this revival of 
faith is not the investigation itself, 
which strikes us as considerably 
behind the times, but the fact that 
the modest delving which the 
House of Representatives has done 
into a tiny fragment of the auto- 
mobile business seems already to 
have accomplished results which a 
couple of years of screaming by in- 
dividuals and organs of public 
opinion (including this one) failed 
to achieve. 

The same kinds of facts—many 
of them far more sensational than 
those which have recently been re- 
ported from Washington—have 
been dug up and published thou- 
sands of times previously, but there 
is very little evidence that they 
caused any effective remedial ac- 
tion. Now, the Simple addition of 
the name of a committee of the 
House of Representatives has the 
magic effect of scaring the auto- 
motive industry into action. Al- 
ready a couple of franchises have 
been lifted, ads quoting delivered 
prices on all models are appearing, 
manufacturers and dealers alike 
are inaugurating new “gadget-less” 
sales policies, and an upsurge of 
moral rectitude is sweeping across 
the face of the automobile industry 
at a rate of speed at least equal to 
that which can be developed by the 
newest and shiniest V-8 internal 
combustion engine. 

Of course, there will be a skeptic 


or two who insist that the great 
upsurge of virtuousness coincides 
rather neatly with a considerable 
drop in the premium value of 
many cars, and a _ considerable 
amount of uneasiness on the part 
of that peculiar group of Smiling 
Irishmen, Amiable Arabians, and 
Generous Greeks who preside over 
the best-advertised used car lots. 
But this is only partly true, and 
it does not dim the glory of the 
congressional investigating com- 
mittee. 

The facts is that the comittee’s 
investigations, by developing a 
howl heard at one and the same 
time in Presque Isle, Me., and 
Walla Walla, Wash., as well as all 
spots in between, and by uncover- 
ing some evidence of special inter- 
est to the Bureau of Internal Re- 
venue, have made a clean-up pos- 
sible. 

Most of the manufacturers have 
not been too happy about the 
extra costs which were being added 
onto the already high “suggested” 
prices for cars, but they were re- 
luctant to step too hard on the 
toes of dealers who had stuck by 
them during the lean years of the 
war, and what is more important, 
their legal departments were loath 
to take drastic action in lifting 
franchises, particularly after a very 
substantial amount of damages 
was assessed against one producer 
for lifting the franchise of a dealer 
in a Chicago suburb. 

Now the time seems to be right 
to set a very bad merchandising 
practice straight. We hope that the 
hullabaloo will continue long 
enough to permit, and encourage, 


action that gets permanent results. 


‘Tell Me, Please, About Advertising’ 


The other day an agency cheer- 
fully sent us three letters from 
students who had requested the 
agency to tell them “all about ad- 
vertising” for a thesis they wanted 
to write. The agency flatteringly 
suggested that AA, knowing all, 
should find it easy to oblige. But 
we dodged, with the skill of much 
practice. 

Our own mail contains perhaps 
a hundred requests a year—and 
sometimes many more—for just 
this sort of information, and we 
suspect that most agencies and 
many others in the advertising 
business get their share. 

These queries are extremely dif- 
ficult to handle. It is not easy 
to describe the advertising busi- 


ness, or the agency business, or the 
printing or engraving business, in 
two or three paragraphs which one 
can declaim into the dictating ma- 
chine in a minute or two. To an- 
swer these queries takes a great 
deal of time; not to answer them 
poses a serious problem in public 
relations. 

The best solution might well be 
|for each of the subdivisions of the 
| business to develop and produce an 
inexpensive primer-outline of what 


it does and how it does it, which) 


can be made available at very 
modest cost to all members of the 
| industry, so that they in turn may 
send them out to students who are 


oaiaad to consult textbooks and 


standard reference sources. 


Chant Moderne 

The other night, walking down 
Third Avenue, our attention was 
engaged by a raffish fellow who 
was singing a song, and weaving 
warily on his way home. The 
tune was popular, but the words 
were strange, and as near as we 
could get them, they went like 
this: 

“Oh, Y's got R 

and Ayer has Son 

and Bates is now & Co. 

I gotta yen for different men 

than those from Compton and 

Esty and Grey 

Including souls from 

Benton & Bowles. 

“I like the ad business, 

Where ingenuity counts, 


But I'll live longer, stronger 
Where my friends don’t steal accounts. 


“My innards denounce 

The highball’s bounce 

And the uniform, 

Brooks Bros. clothes, 

I wanna go where they don't know 
About billing, research and 
Marketing goals, 

Or Biow, Thompson or 

Benton & Bowles.” 


Dig it, Digby? 
We have only a passing knowl- 
edge of a Fred Robbins, a man 
spoken of with some awe by some 
of our friends. We aren’t con- 
cerned with Mr. Robbins as a disc 
jockey, although our informants 
assure us that his patois is strange 
and wonderful, and his esoteric 
knowledge of what passes for 
music is out of this puzzled planet. 
But Mr. Robbins, who toils for 
WOV, New York, and is the con- 
ductor of the Columbia Record 
Shop, recently turned copywriter, 
heralding the opening of a new 
club called “The Clique.” This is 
the copy, and the Ad-libber after 
some research (you'll pardon the 
expression), offers footnotes for 
understanding: 
“Look what’s happened on the 
apple’! 
“A  groovey’ little dugout is 
about to welcome your live corpse 
to its* comfy precincts! It hollers 
to the handle‘ “The Clique” and is 
situate’ on Broadway and 52nd St. 
You'll be able to sop up the nicest 
sound extant—the thrilling ooz- 
ings from the tonsils of ‘The gal 
who’s gone’ Sarah Vaughan—the 
powerhouse gang of one of the 
most exciting virtuos!* of my time 
and yours—Buddy Rich—and a 
righteous’ trio, Leo. You'll be 
hearing George Shearing at the 
piano; Oscar Pettiford on bass; 
Kenny Clark on Tubs. 
“Wow and double wow!* What a 
great mess’ of sharps and flats 
that is! You should see the bids 
from the goose bumps concessions!! 
“And the tab is so drab—only 
90¢ to bring the body* past the 


portal and park it all night—and | 
|by both sexes, and a galaxy of 


| underwear styles, including a black | 


if you want a table, Mable, you 
won’t have to pawn the filling in 
your back teeth. Nor will you 
| wear out your shoe leather ’cause 
there’s no dancing—just glistening 


listening!!!* 

“Your professor of thermody- 
namics” will be looking for you. 
So bring the body right down and 
be slick at “The Clique’. Dig you 
there.”” 
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Significance and interpretation: 

1 Broadway 

2 conventionally unconven- 
tional 

3 it’s drammer, not grammar, 
in radio 

4 this one’s easy 

5 no theological implication 

6 remarkable 

7 truth in advertising 

8 some undertaking 

9 perfectly meaningless 

10 ah, Dr. Oppenheimer 

11 rhyme crime 

12 wanna bet? 

13 there’s a reader with guts 


Peacock Alley 


Only in homo sapiens is the male 
less colorful than the female, and 
even this is a comparatively re- 
cent development. The macaroni 
and the fop, the velvet doublet, the 
scented handkerchief and the scar- 
let plume are only back one page 
in history. Something like this 
must be clicking through the me- 
thodical minds of the men’s wear 
field. 

Anyhow, Wilson Bros. finally 
uncorked a men’s fashion show a 
few weeks ago at the Pierre which 
was widely attended by retailers, 
publishing people, some harried 
men from BBDO and a bevy of 
male models. 

Our scout reports that most of 
the men who were modeling the 
creations had difficulty in main- 
taining their poise. Some stalked 
the stage with frozen concentra- 
tion, and at least one worked the 
entire performance with a set grin 
which made the spectators’ faces 
hurt. 

Among the items shown were 
seersucker sport shirts with 
matching bow ties and ascots, 
a flossy gold metallic sport shirt 
for evening wear (with matching 
capeskin gloves processed with 
gold leaf), a Cat-Cay shirt with a 
neckline that would bring the 
Johnston office out a-roaring. This 
Cat-Cay shirt, incidentally, was 
described in a press release as 
having “dropped shoulders, three- 
quarter length sleeves and a deep 
V neck (so that manly chest shows 
through)...” 

Also shown were matching paja- 
mas for men and women, turtle 
neck sweaters which may be worn 


The following documents m:y 
be secured without charge fro» 
companies sponsoring them o.5, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11. 


No. 3197. Television and What thie 
Motion Picture Industry is 
Thinking and Doing About It 


This brochure, the fifth in Holl,- 
wood Reporter’s “Facts About 
Hollywood” series, gives an ap- 
praisal of television and film by 
means of statements from execu- 
tives of the motion picture indus- 
try, networks, set makers, adver- 
tising agency heads and others. It 
includes a list of companies which 
have film services for televison. 


No. 3198. After All...What Is an 
Inquiry? 

Questions about inquiries and 
what to do with them are answered 
in this pocket size booklet, issued 
by Putman Publishing Co. It also 
contains suggestions on how to key 
advertisements, how to qualify in- 
quiries for follow-up, how to pre- 
pare systems and forms for fol- 
lowing up inquiries with sales 
representatives, and how to keep 
daily and monthly records. 


No. 3199. Ten Ways to Cut Selling 
Costs. 


This booklet explains the ser- 
vice of Perrygraf Corp., designer 
and manufacturer of slide-charts, 
with illustrations of 91 different 
types that have helped cut selling 
costs. Case histories of 40 sales 
programs using slide-charts are 
included, with statements from 
numerous sales and advertising 
executives on how they are using 
these sales aids. 


No. 3178. A Special Name Match- 
ing Project. 


Better Homes & Gardens has is- 
sued this study showing compari- 
sons between a magazine’s sub- 
scribers and their non-subscrib- 
ing neighbors based on the April, 
1947, survey of population, labor 
force and housing, conducted by 
the Bureau of Census. Information 
for the Census study was obtained 
through an area sampling project 
involving calls on some 30,000 
families in 44 states and 148 areas: 
the bureau matched names of Bet- 
ter Homes & Gardens subscribers 
and their non-subscribing neigh- 
bors, and the report was prepared 
by the bureau at the expense and 
request of BH&G. 


No. 3185. How About 320,000 Tra 
vel and Resort Prospects? 
This pamphlet, issued by th: 
Times, St. Petersburg, Fla., re- 
ports on the growth of the St 
Petersburg market, with figure 
on population, retail sales, ban! 
deposits and other market indexes 
In a study of population, the pam 
phlet deals with the character 
istics of the city’s permanent resi- 
dents and its winter visitors, anc 
reports on their travel habits 
Examples of the Times’ trave 
pages are shown, and the paper’: 
circulation, readership and adver- 

tising record discussed. 


No. 3171. Work Clothing Survey. 

Purchases of work clothes, work 
shoes and gloves, brands purchased 
and brands observed in advertis- 
ing are tabulated in this report 


wool union suit and flaming red,|on a mail survey conducted by 


flower-print shorts with matching | 


rayon shirt. 


. 


Wisconsin Agriculturist & Farmer 


|among Wisconsin farm families. 
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to STOUT 
WOMEN 


Merely mail coupon for 
FREE 92-page Style 
Book. Latest styles, 
reproportioned by 
experts who KNOW 
how to slenderize 
stout women. Also 
slacks, suits, coats, 
hats, shoes and 
underwear—all 
low priced. Mail 
e coupon now. 


DEPT. 961 


752 EAST MARKET ST. 
INDIANAPOLIS 17, IND. 


@ LANE BRYANT, Department 961 

§ 752 East Market Street, Indianapolis 17, Indiana. 
g Picase rush me FREE Style Book for stout women. 
+ Din Steheen easesken send coesetbietes 
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MAKE &ZeMONEY! | 


A DELIGHTFUL CAREER — SPARE 
OR FULL TIME — WITH FAMOUS 


HOOVER Uniforms 


A permanent big - income business for GS 
you — spare or full time! Experience wy 


not necessary, Take orders for famous 


new 
Dupont NYLON UNIFORMS. Huge 
demand everywhere builds big busi- 
ness fast. Hoover UNIFORMS are 
snewa over where for smart, dress- 
maker stylin us top quality and 
value. C( MPLETE stYLe PRE- 
SENTATION, actual sample fab- 
rica, and full instructions for starting 
All Supplied Free. Please write fully. 
HOOVER UNIFORMS, Dept. !23 

251 W.19th St., New York 11,N.Y. 


EARN MONEY So", 
With ’ 
Show exquisite new 16 - card All - Occasion 

! Your profit up to 50c! “et wot 


line 14 other 
money-making ass'ts.— All Birthdsy, Gift 
Wrap Ensemble, Easter, Floral Stationery, 
Cute 'n Comic, New Imported Flora! Napkins. 
No experience. Samples on approval, write— 
WALLACE BROWN, INC... Dept. 123 
225 Fifth Avenue WEW YORK 16. N.Y. 


WALNUT 


LOW-COST | Bi raem suioines 
HOUSING oma 


Exactly right for comfort- 
able farm living. Sizes 
and floor plans to fit your 
needs. Garden Cottage is 
18x40 ft.. two bedrooms. 
Master Cabin, 18x24 ft. 
Walnut Buildings answer 
your problem immediately, 
economically, completely. 
Good-looking, good quality, 
fully insulated, easy to 
erect. 


LAYING HOUSES 


Order your Walnut Laying 
House now...Get every 
Walnut Plus Value. Ven- 
sulated (ventilation plus & 
insulation) for health and 
comfort that promote egre 
production. Roomy, con- 
venient. Sizes and prices 
to fit your needs. 


SEE YOUR DEALER 
OR WRITE DIRECT 


GBH - WAY somes inc 
BET Watnutiiunois 


) EASY NEW METHOD 


J SHOWS HOW TO 
\ S 
Le 
aia € 
TRY IT ON 


MONEY-BACK OFFER 
45 PHOTOS Mow let Bob West, radic’s favorite guiter 


player, show you how! Most “Courses” have 
met raikee only 6 or & pictures—but Bob's new method 
where to put 


has 45 actual photographs! It not only teaches 

our but shows exactly where and how to place your 

y ‘ fingers, etc. Most others offer a few songs— 

101 SONGS Bob provides 101!—chosen for their radio 

popularity so you can sing and play right along 

“—— Smuele with your favorite radio program or records! 

SEND NO MONEYS sustsena 

name and address to Bob West and pay postman $1.69 plus COD and 

postage Start playing beautiful chords the very first day. Be playing 
beautiful music in two weeks or get your money back. 

BOB WEST, 1101 N. Paulina, Dept. 123, Chicago 22, Ill. 


and Make up to $12 ina Day 


fai You can get this fine, tailored-to-measure suit as 
a bonus, without paying one penny ih, by taking a 
few orders from friends. My pian also ps you make 
up to $12 in a day without experience or house-to- 

e rtunity—fullor spare time. 


house canvassing. Big op 
Send for —FREE! write today for FREE 
COTE, oanrt ES and oi ame x4 cit Sieh 
giant. for quic et 2 tn . itSet 

C0., 800 So. Throon Sts, Dept.i23 , Chicago, 


ELECTRIC SEED SS 


BED HEATER 
SEED UP IN 30 HRS. TRANSPLANT 2 WKS. SooHen 


il cable for hotbeds, plant benches, 
cabinets, flats. 6 sizes (Free Cat.) 
J40A cable & thermo. for 1-sash $6.75 
S80A for double sash (36 sq. ft.) $9.00 


—. 


Also Mirs. of Weed-Wands — Weed-Wallop — Seed-Soers. 
Shipped direct prepaid if not stocked by your deoler. 
GRO-QUICK 349 W. Huron St., Chicago 10, II). 


CUT OUT AND MAILTHIS AD 


FREE! 


FOR BIG BOX OF 


FOODS & PRODUCTS 
Send No Money! 


Just cut out and mail this ad with 


e 
Savana mailitwith your nameand 
address for big Free Assortment . 


ZANOL, Richmond Street, 
Dept. es Cincinnati 3, Oo. 


Fl 


atwnually 


Waturateey 
NER CHEESES 


FROM THE 


CHEESE CENTER OF THE WORLD 


You Never Tasted FINER CHEESE 


You never saw A GIFT more pleasing... our 
“EPICUREAN SELECTION” is the ideal gift for 
the friend or business associate who “has every- 
thing”. 7 distinctive and exciting taste treats... 
generous quantity of each. Contains 1 lb. Aged 
Wisconsin Cheddar, 12 oz. Balgique, 1 lb. Aged 
Brick, 4 oz. Camembert, 8 oz. Yorkshire, 4 oz. Blue 
and 1 lb. Mild Wisconsin Cheddar Cheese. $650 
In beautiful “Keystone” Gift Box .... — 


OTHER POPULAR ASSORTMENTS 
“FIVE FLAVORS.”’ A selection of rich variety. 1 lb. A 
Wisconsin Cheddar, 8 oz. Yorkshire, 4 oz. Blue, 1 Ib. $4 5 
Aged Brick, 12 oz. Balgique. In “‘Keystone’’ Gift Box —- 
*“‘All-American.” A selection of 1 lb. Aged Wisconsin Ched- 
dar, 5 oz. Smoke-Flavored Cheddar, 12 oz. Yorkshire $4 15 
and | lb. Mild Grass Cheddar. In ‘“‘Keystone’’ Gift Box = 

American Type Cheeses our specialty ...sold direct 
to purchaser only . . . never sold in stores. When you 
buy direct, you are assured cheese correctly aged for 
perfect enjoyment. ORDER NOW. You'll want boxes 
for all your friends, too. Send check or money order. 
We pay shipping charges to any U.S. address East of 
Rockies. (West of Rockies, add 25c per box.) 


Sense CHEMICAL MijtT %S 

onal! DRY Window Cleaner! Uses "® po wa’ 
messy liquids. Chemically Treated. Simply glide ae - 
dows: leaves giass sparkling ciear. No heating water, no 
heavy buckets to carry. No rags, powders, sponges, cham- 
ois. No mess or muss. No red cha ped hands. Dust, dirt ime, 
og disappear like magic. Wonder ful Jor auto windows, wi telds) 


SAMPLES FOR AGENTS == 


uy 
mame at once. i 
~ Onn com do, SEN 


T NOW! YOU ORA 
HAVE HOT WATE 


NEW PORTABLE POCKET-SIZE 
WATER HEATER Costs Only $2.95 


BOILS FASTER 
THAN GAS! 


Merely place a BOIL -QWIK Port- , 
able Electric Water Heaterina @@ r a 
receptacle containing water. Plu —e teepye— 
in the nearest socket... . Eureka ~ 


ip ofew minutes HOT WATER. “ ‘2. A 
eats a sufficient quantity for bathing, washing dishes, and 
clothes, shaving, cleaning cream — pails, etec., the 
speed depending on quantity. No fires to build, hot water 
to carry, or running up and down stairs. Heats faster than 
an average gas burner. Directions accompany each heater. 
SEND No ONEY! Just your name and address. When 
your heater arrives pay Py only $2.95 plus C.O.D. 
and postal charges tisfaction GUARANTEED or return 
THEZ n10 days for refund of full purchase price. Write now! 


ZEVEX CORPORATION, Dept.123 , 11 E. Hubbard, Chicago 11, lil. 


Plymouth Cheese Cotors 


DEPT. 205 - PLYMOUTH, WIS. 
CHEESE CENTER OF THE WORLD 


New kind of chicks goodness by 
crossing highly inbred lines. 
a“ Hy-Line flocks averaged 2 to 6 
dozen more eggs per bird per year than 
standard-breds . . . in extensive farm tests and 
under official trapnesting, Illinois Egg Tests. 
Farm flock averages 200 eggs per hen are com- 
mon. Hy-Lines are highly resistant to colds 
and extremes in weather. Your most searching 
inquiry is invited. Write 
us direct for free catalog, 
and name of hatchery a 
our community supply- 
| Hy-Line Chicks 


HY-LINE POULTRY FARMS 


Direct From Coombs’ 


sires. 


WRITE TODAY 


Box 712, 


Get Chicks This Season 
Trapnest-Pedigree Strain 


Share in benefits of our 


«gg ROP sired. And backed 
by 23 years of 250-355 egg 


Sexed Pullet or Sexed Ck'l Chicks. 
Reasonable Prices 


J, 0. COOMBS & SON 
Sedgwick, Kansas 


PROGENY TESTED 
Male, No. H-44 
97 Daughters av: 
243.8 eggs each 
24.9 oz. per doz. 


FREE 


New 1944 Catalog 
Send Today 


PICTURE 


RING $1. 


EXQUISITE PICTURE RING—made 


ish Wels ANY Wel eee 


strip for ring size 
age. Hand tinted 26 cents extra. 
ring. Money back Send 


tee. photo, ring size now. 
RING CO..Dept. 123 , Cincinnati2,0. 


Made from 
‘fw Pheto 
or Picture’ 
SEND NO 
MONEY 


>; 
Ccoooococecooecooooooceco: 


Rush 


LIFTS 3 TONS! 
PULLS POSTS! 
STRETCHES WIRE! 
BUMPER JACK! 


Hundreds Of 


Other Uses! 
1 of its kind! 
tool o n 


bum; jack; pulls posts, 
sloens 3 , small stum 
stretches woven or 
wire fence; splices wire; makes 
hoist, clamp, 
aey | Pulls, Pushes with 
Ton Capacity. Hundreds a 
uses around farm, home, ga- 


» ete. 


MAIL Your Order NOW! 


Limited nomber available. 
oo, $13. now for your 
HANDYMAN L. We pay 


the . Simple instructions included. Satisfaction 
postage DP 


or your money 


guaran’ 
HARRAH 


. Mail your order today! 


MFG. CO., Dept. 123 , Bloomfield, Indiana 


Special Fo’ MARRIED 


115 Eleventh St., Des Moines 9, lowa 


re Time 
rk for 


PAYS 10:22 x WEEK! 


Excitin 
a week ins 


news! It’s easy to earn up to $22.00 in 
e time, and have a big selection 


of beautiful new dresses for yourself as ex- 
trasales bonus! No house-to-house suqzeceing. 


No experience— no 


weekly income, calling on f 


needed. Earn 


ends, neigh 


mone 
rs wit 


orgeous new style presentation famous Harford 


rocks — dresses, 
% supply everything 
atonce. Mail 


PRE 


coupon now for new complete style line. 
i Hartford Frocks,Dent. 123, Cincinnati 25. Ohio 
mm 


tswear, coats and suits. We 
E to start you making money 


ADDRESS 


j ciTy------------------ 


STATE 


This 


TS CO., 7941 $. HALSTED, 


‘MAKE MONEY 


Bord 


BEST GRADE PATTERN: 


DIAMOND 
BRIDAL PAIR 


expe le 
either ring (or both for $17.95) plus tax 
UNITED PRODUC 


different b/ 
to-size ready toa plig 
A popular FRIENDSHIP 


i teed fast color 80 square percale 


instructions included. 
today for this amazing bar- 
gain. We pay postage (or 
pay postman $2.00 C. O. D. 
plus postage). 


[4 coip 


matched bridal pair is ex- 


GY uisitely lovely! 14GenuineChip 
DIAMONDS set in Lover’s De- 
= sign—1l4 Karat Yellow GOLD 

spouptings The engagement 

ring’ 

Solitaire is set off 


8 genuine Chip DIAMOND 


. ° e° t 
Sy 7 doing over 175 experiments inciudin y Salldine . 


’ SH covertly 6 tube superhet radio and 1 range test 


Learn io 
lessons. Get the 


son 


T f 
e9 ITH FREE VETERANS: Approved 


raining under Public Laws 16 and 346 


NOW! 2 Loca- 
tions to Serve 
You Better! 
Mai! coupon to 
loca nearest 
home 


EARN MONEY 


WOMEN! “Seonme 
FREE SAMPLE 
STOCKING 4°22" 
Mail coupon ...ask for free outfit with samp 


stocking. Enjoy taking orders for Yours-truly 
Nylon Hostery. Sensational Individual Cus- 
tomer Fit Se 


AM 
Dept. 


HOSIERY MILLS 
123 . Indianapolis7, ind. 


frarnonh cotasee bacouberas ara ee 
aponsss 


STATE. 


Prices on 


alog of thrilling cotton val- 
ues, in shirts, dresses, un- 
derwear, children’s wear, 
prints and fabrics, towels, 


guaranteed. See how 
South Carolina Milis 
LOWER PRICES canSAVE 
YOU MONEY! Rush name 
for FREE catalog today! 


SOUTH CAROLINA MILLS, Dept. 123 , Spartanburg, S.C. 


== 


\ _) HELMS £gg-Line CHICKS 


<aaNt Prompt Delivery 
200-339-Exg ROP 
SIRED CHICKS 


Start right with Helm’s 
Chicks. Leading breeds. 
Get 200-339 egg ROP 
sired chicks. High producing j 
strains. Save feed. Get fast 
growing chicks. Cockerels bring 
quick profits as broilers. Raise 
early maturing pullets. Start 
laying about 22 weeks of age. 
Protect your in- 


Large eggs. 
vestment with healthy chicks.) "URKEV 
U. S. Pullorum Passed. Very POULTS 


reasonable prices. FREE 
ILLINOIS HATCHERY 
H. C. Helm 


Box 36, Metropolis, Illinois 


GOOD MONEY IN WEAVING 


Earn money at home weaving om, carpets, etc. from old 
rags or yf sary your community! No experience neces- 
joing it with easy running Union s cost- 
ing less than $50.00! Send for our free booklet today. 
UNION LOOM WORKS, 464 Post St., BOONVILLE, WN. Y. 


POLLS and SURVEYS? 


Maybe! 


Famous “*M 


but good keyed copy 
never misses 


E.H. BROWN ADVERTISING AGENCY 
20 North Wacker Drive, Chicago 6 


ue in 
esign 


er, binding, pattern, and 
Send $2 


1717 FIRST AV.. SO., DEPT. 101 


St. Petersburgh 7, Fia. 


Be the first to sell amazing, new 
GLOW IN THE DARK house 
numbers, switch plates, pictures, 
decals, religious articles, etc., etc. 
Represent a large manufacturer, 
Wonderful opportunity. Big Prorirs. 
Write at once for FREE SAMPLE, 
MADISON MILLS, 123 

303 Fourth Ave., New Y¥ 10, %.Y. 
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New Volume Traces 
Development of the 
J. C. Penney Co. 


New York—Back in 1902, in the 
little mining town of Kemmerer, 
Wyo., James Cash Penney opened 
a little one-room store, and took 
in $466.59 cash. 

By 1906, J. C. Penney had two 
stores, which multiplied to four in 
1908, to 22 in 1911, and to more 
than 1,600 in all 48 of the states 
today. How Mr. Penney achieved 
the rapid growth in retail mer- 
chandising, which has made his 
name a household by-word today, 
is told in “Main Street Merchant,” 
written by Norman Beasley. 

The story of the Penney com- 
pany, just published in book 
form by Whittlesey House, traces 
Mr. Penney’s career from his first 
enterprise at the tender age of 
eight (when he raised pigs until 
the neighbors complained), 
through an apprenticeship in a 
Missouri dry goods store, to Colo- 
rado where he went broke as a 
butcher, and then to the opening 


of his “Golden Rule Store” in 
Kemmerer. 
The biography traces Mr. 


Penney’s philosophy of giving his 
store managers notably wide dis- 
cretion in selection and merchan- 
dising of goods, to his original ex- 
pansion in 1907 when his new 
partner put up one-third of the 
money necessary to open the new 
business. The idea he so success- 
fully exploited was that of 
putting men in business for them- 


When 


she blithely gives you one 
more Christmas box 
than you can safely 


carry *e @ 
Sorry, sir, 


But your 
office OVERLOADS 


in TABULATING 
in TYPING 
in TRANSCRIBING 


... those, sir, are 
Our Worries! 


The year-end turmoil, with its un- 
expected peaks and OVERLOADS in 
calculations and typing, is almost here. 

They'll want the figures for income 
tax computation; a modern, new and 
right inventory; they'll want to know 
cost figures; they'll want the sales 
figures by units, by salesmen . . what, 
when, where and how much... . they'll 
want to plan a budget .. . . what not! 

They'll want selling letters typed and 
mailed to customers and prespects. 

Call us! We'll come and take over; 
eliminate all your worries, night work, 
extra day work and all the turmoil, fuss 
and doubt . . . while you go on with 
your routine when you 


</-ejomunan 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City © Los Angeles 
Minneapolis ¢ Seattle 


selves. 
The book is available for $3.50 
from the McGraw-Hill Book Co. 


Ad Service Group Elects 


Sydney Sugarman, Ben Sugar- 
man & Co., has been elected presi- 
dent of the Toronto chapter of the 
Mail Advertising Service Associa- 
tion, International, succeeding 
A. W. Dicks, A. W. Dicks & Co. 
E. Lowcock, Key Advertising Ser- 
vice, and Mrs. Alice Klann have 
been named vice-president and 
secretary-treasurer, respectively. 


Ad Research Bureau Names 2 


J. F. L. Pritchard’ has been ap- 
pointed general manager of the 
Advertising Research Bureau, To- 
ronto. H. W. Hingston has been 
named Montreal manager. The new 
address of the Montreal office is 
1434 St. Catherine St. West. 


Cushman Motor to Ayres 


Ayres Advertising, Inc., Lin- 
coln, Neb., has been appointed to 
handle the advertising of Cush- 
man Motor Works, Inc., Lincoln, 
manufacturer of motor scooters. 
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Promotes Health Tablets 


McCoy’s Products, New York, is 
running a newspaper test campaign 
for McCoy’s tablets, health aid, in 
several Canadian markets and 11 
towns in Maryland and Pennsyl- 
vania. Erwin, Wasey & Co., New 
York, is the agency. 


Maxon Buys Building 


Maxon, Inc., New York, has pur- 
chased a five-story building at 12 
E. 53rd St. for the agency’s use. 
Maxon is now located at 570 Lex- 
ington Ave. 


Gross Appoints Kanna 


Ralph D. Kanna, formerly ger - 
eral manager of Station WON: 
Hartford, and WMMW, Meride: 
Conn., has been named vice-pres: 
dent in charge of radio and tele 
vision of Julian Gross Advertisin 
Agency, Hartford. 


Joins Cecil & Presbrey 


Normand J. D’Esterre, former] y 
with Ruthrauff & Ryan, New Yor'., 
has joined the media department «{ 
Cecil & Presbrey, New York, as a 
space buyer. 


= 
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Management-men travel. So do their associates and employees. 
Management-men make or influence buying decisions (including 
transportation) for their firms. Business Week reaches a higher 
concentration of these men than does any other general business 
or news magazine. 

In 39 words, that’s why United Air Lines has travelled with 
Business Week for 12 solid years. 


FIRST... 


BUSINESS WEEK FIRST... AGAIN IN 1948 


Not only United Air Lines, but many other advertisers whose 
goods or services are sold to business and industry, know that 
Business Week produces results. Because of this fact, Business 
Week again for the first six months of 1948, led all the general 
business and news magazines: 


In page volume of business goods and services 


advertising. Total: 1762 pages. 


FIRST... 


2. 


In number of business goods and services ad- 
vertisers. Total: 648 advertisers. 


FIRST... 


3. 


In number of exclusive accounts in the busi- 


ness goods and services classifications. Total: 


307 accounts. 


Business Week has maintained this year-after-year leadership for 
the past eleven years, all because— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 
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Douglas Aircraft 
Budget Larger; Four 
Campaigns to Run 


SANTA Monica, CaL.—Operating 
on a somewhat larger budget than 
in 1948, the Douglas Aircraft Co. 
will launch a four-phase adver- 
tising campaign in 1949, directed 
to the aviation trades, consumers, 
business men and the southern 
California area. 

Using an extensive list of avia- 
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tion publications, the company, Institutional advertising will be 
will take its military plane non Piha ws in newspapers in the 
duction for its theme. Consumer southern California area. Al- 
advertising will appear in The though the newspaper list is now 
New Yorker and The Saturday local, it may be extended to east- 
Evening Post, with a small possi- ern cities at a later date. 

bility of other magazines being J. Walter Thompson Co. here 
added. The consumer advertising , handles the account. 

will be divided between promotion | 

of the DC-6 and flying as the 
mode of travel. In an extension of 
present promotion of air freight, 
Fortune and the United States 
News & World Report will be 
used. | ager of RCA Victor’s home in- 


RCA Advances Toney 


James M. Toney, general mer- 


Victor Distributing Corp., Chicago, 


|strument department, Camden, N. 
J. He will replace Jack M. Wil- 
‘liams, recently appointed gen- 
‘eral sales and merchandise man- 


j}ager of the company’s recard de- | 


partment. 


Plans Bedroom Suite Drive 


Kerns Co., Pilot Rock, Ore., 
maker of pine furniture, has plans 
for a campaign to introduce bed- 
room suites of pine, a new line 


chandise manager of the RCA/with the company. Newspapers 


| will be used at first, with maga- 


has been named advertising man-/ zines to follow. Joseph R. Gerber 


Co., Portland, Ore., is the agency. 
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Ham? Not yet, Myra. It 


looks like the boys have an- 
other new account, so there'll 
be hours of figuring and talk- 
ing about research, media, 
radio time, schedules, copy 
themes, public relations, lay- 
out, art, production, and a lot 
of other things that are way 
over my head. 


I've been kept awake by many 
of these planning sessions and 
take my word for it .. . lights 
won't be out ‘til everybody 
agrees on the best possible 
advertising program for selling 
more of the new client's goods. 
Just last week I heard the boss 
say, “Luck may be a factor in 
getting an account, but there's 
no luck in keeping it.” Catch 
on, Myra? That’s why so darn 
much is happening at this 
agency all the time. That’s why 
so many progressive advertisers 
continue to be clients of ... 


Eee 
RUBB & PETERSEN 


ADVERTISING 
CHAMPAIGN ~ ILLINOIS 
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Will Telecast Winter Sports 


The Boston & Maine Railroad 
will sponsor a television program 
featuring New England winter 
sports activities over WBZ-TV, 
Boston, beginning Dec. 30 and 
running to March 3. 


McBee Appoints Bryers 

J. W. Bryers has been appointed 
manager of the sales office of 
McBee Co., in Montreal. He has 
been with the company since the 
end of the war. 


Jenkins Names Stanfield 
Jenkins Brothers Ltd., Montreal, 

valve manufacturer, has appointed 

Harold F. Stanfield Ltd., Montreal, 

: handle its advertising, effective 
an. 1. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38 St.,N. Y.C. 16. 


‘Union Oil’s PR Ads 
Return to Dailies; 
Budget $1,600,000 


Los ANGELES—The 1949 adver- 
tising program of Union Oil Co. 
will differ from present advertising 
in one major respect but will 
carry the same budget as in 1948, 
$1,600,000. 

The change relates to the com- 
pany’s famed “free enterprise” 
public relations campaign for 
which approximately $250,000 was 
spent in general magazines. 

Previous to 1948, this campaign 
was confined to western news- 
papers and newspapers in financial 
centers and drilling areas. In 1948 
it was switched to Editor & Pub- 
| lisher, Life, The Saturday Evening 
Post and Young America. In 1949 
it will return to the newspaper 
list and run only in Life and 
United States News & World 
Report. 

Following the present pattern, 
advertising would break into five 
major campaigns: (1) ‘Triton 


| motor oil; (2) Minute Man service; 
| (3) 76 gasoline; (4) merchandise, 
and (5) public relations. 

Media used are usually de- 

| pendent upon campaign objectives. 
| In general, outdoor advertising is 
_ run 10 to 11 months of the year, 
newspapers and West Coast re- 
gional magazines are used for 
| product and service advertising, 
| with radio carrying the main share 
of merchandise and accessories 
promotion. 

Foote, Cone & Belding is the 
agency. 


Englehart Named A. M. 


Paul G. Englehart, formerly ex- 
ecutive vice-president of Connors 
Advertising Agency, Denver, has 
been named advertising manager 
|of Freeman & Freeman, Inc., Den- 
|ver, manufacturer of Porclainize 
auto finish. 


, 


_WIAC Names Melchor Guzman 


Melchor Guzman Co., New York, 
has been named United States 
‘and Canadian representative of 
Station WIAC, San Juan, Puer‘o 
Rico. 


EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 


San Francisco-Oakland Bay Market! 


ee a | 


Its Katherine Kerry on KQW 


Have you something to sell to women in the San Francisco 
Bay Area? Try Katherine Kerry’s potent participating program. 

Journalist, commentator, fashion expert Kerry’s unique, col- 
umnist-like coverage of the woman’s world provides a perfect 
setting for your sales message. Guest-speaking at fashion-shows, 
women’s clubs and other gatherings keeps her in the public eye 
—adds authority to what she says about your product. 

Yes, in this multi-billion dollar market it’s Katherine Kerry 


on KQW for sales in maximum quantity at minimum unit cost. 


Pacific Agricultural Foundation, Ltd 
Sen Jose, Californie 


_ 7 San Francisco Studios 
— “ Palace Hotel 


| 
| 
| 
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It’s murder—working after hours in an advertising agency—when 
redheaded copywriter and an agencyman’s blonde wife are aroun 
Samm Baker, v.p. of Kiesewetter, Wetterau & Baker, New York, cal s 
it “She Kissed Him Dead,” in a novelette appearing in the winter iss) e 
of Detective Story Magazine... 

Eugene F. Kilham, program supervisor of WBZ-FM, Boston, w:s 
married on Thanksgiving Day to Elizabeth Scalise of Lowell, Mas; 
In addition to his duties at the Westinghouse station, Mr. Kilha » 
teaches radio production at Emerson School in Boston, where his 
bride teaches radio dramatics. . . The original announcer on the “Your 
Neighbor” program of Wieboldt Stores, Chicago, stepped back ino 
that role Dec. 10, on the 14th anniversary of the WMAQ program 
He’s Paul McCluer, better known, now, as manager of the network 
sales department of the NBC central division. . . 

Jay D. Runkle, vice-president and general manager of Crowley, 
Milner & Co. and chairman of the board, of the National Retail Dry 
Goods Association, will receive the association’s gold medal award 
emblematic of distinguished service to the retail trade at the banquet, 


_ A CLOSE ONE—Joseph Romano, right, vice-president of Davidson Printing Corp., 


New York, measures a close one as Robert Greenwell, left, art director of 

Chartmakers, and George Benneyan, director of promotion and publicity of the 

American Newspaper Advertising Network, look on at the quoit-pitching contest 
at Mr. Benneyan’s Woodstock, N. Y., farm. 


Jan. 13, climaxing NRDGA’s 38th annual convention in New York. . . 
George Huhn, vice-president of Ruthrauff & Ryan, New York, is having 
some close shaves these days trying out the new razors American Safety 
Razor Co., one of R&R’s clients, is experimenting with. 

Justin Miller, president of the NAB, has been named chairman of 
the newly-formed March of Dimes national radio-television division 
committee. Acting as co-chairman are: Charles C. Barry, ABC vice- 
president; Ken R. Dyke, NBC vice-president; Edgar Kobak, MBS 
president, and Hubbell Robinson Jr., CBS vice-president. . . 


Roger M. Baker, commercial manager of WKBW, Buffalo, celebrated 
his 20th year in broadcasting Nov. 20. . . Jeanne Gray of KMPC, Los 
Angeles, has been appointed to the board of directors of the women’s 
division of the Los Angeles Chamber of Commerce, and reappointed 
radio chairman of the organization. . . 

Princess Elizabeth and the Duke of Edinburgh have nothing on 
Bob Edgell, eastern ad manager of Young America, and his wife 
Kathleen, former assistant editor of the home making department of 
the Ladies’ Home Journal. For on the same day the royal prince ar- 
rived, Mr. & Mrs. Edgell welcomed a baby daughter, Robin Diane. . 

Robert Solender of Craven & Hedrick, New York, was married last 
week to Ellen Van Rallte Karelson of New York. .. And Earl Harder, 
program and sales and service manager of WNBC and WNBT, New 
York, was married on Thanksgiving Day to Jean Glynn of NBC guest 
relations. . . 


Tom W. Ingoldsby, head of the public relations department of Uni- 
versal Advertising Agency, Omaha, has been picked as secretary to 
Congressman-elect Eugene D. O’Sullivan (Dem., 2nd Neb. Dist.). Mr. 
Ingoldsby, who handled O’Sullivan’s campaign, will go to Washington 
Jan. 1. . . William J. Pape, publisher of the Republican and American, 
Waterbury, Conn., has been elected an honorary v.p. of the National 
Municipal League. . . 


Heading Cincinnati's publicity committee for the 1949 Red Cross 
drive is William A. Castellini, v.p. of Dinerman & Co., ad agency. . 
Les Johnson, general manager of WHBF and WHBF-FM, Rock Island, 
Ill., has been reappointed commissioner-at-large for a five-year term 
on the Quad-City Airport Authority. . 

Leonard Simons, partner in Simons-Michelson Co., Detroit agency. 
is a member of a group of organizers of the City Bank, which will 
open in the Penobscot building some time in January. . . 

WTIC, Hartford, Conn., has pledged $10,000 a year for three years 
to the Symphony Society of Connecticut. The gift was made in behalf 
of Travelers Broadcasting Service Corp. by Paul W. Morency, vice- 
president and general manager. . . r 

Walther Buchen, president of The Buchen Co., Chicago, has returned 
from an African hunting trip that has kept his mind off agency prob- 
lems for several months. Mrs. B., who went along, can vouch for the 
stories Walther is telling about the lions, elephants and rhinos he 
shot. . . 

Ben Duffy, BBDO’s president, has been named chairman of the 
Manhattan commerce and industry committee for the Salvation Army 
1949 appeal. . . Bill Crowther of BBDO, New York, was married several 
weeks ago to Alice Ebdon of Plandome, L. I. . . 


Sidney A. Mullikin, the Cincinnati point-of-sale advertising and 
promotion specialist, is back at his office following recovery from an 
emergency appendectomy and complications .. . Brown & Bigelow’s 
president, Charles Ward, is the recipient of a $10,500 specially-built 
Cadillac from the St. Paul company’s 49 district sales managers as a 
tribute to his “loyal understanding and ever-forward leadership.” 
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Res 
V. D. BEATTY 


Advertising Manager 


SWIFT & COMPANY 


“Naturally I read 

it, because it is 

easy to read; it gives 
the news; it frequently 
provokes constructive 
thinking .. . in deans 


it is an excellent 


newspaper.” 


- (FCC Ap 


\to Widen Video Ba”. 
‘Sterling Sees | } ae 


VERNON D. BEATTY 

Advertising Director, Swift & Company & Associated 
Plants; a director of the Audit Bureau of Circulations, 
and a former director of the Association of National 
Advertisers; Advertising Director of the War Food 
Administration in 1943; formerly in the advertising 


agency and newspaper fields. 
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Department 
Stores Losing 
Ground: Snyder 


Tabulations Show that 
Their Share of Sales 
Declines from ‘35 to ‘48 


Cuicaco—The share of total 
market sales made through depart- 
ment stores has dropped since 
1935 from 20% in that year to 
17.6% in 1947, according to a re- 
port released by Richard E. Sny- 
der, marketing economist here. * 

Mr. Snyder’s 27-page compila- 
tion of statistical data, most of 
which has previously been un- 
available, took four years to pre- 
pare, and includes charts and 
tables showing sales trends of 42 
merchandise lines in the nation’s 
department stores. The lines cov- 
ered account for approximately 
80% of total department store 
sales over the 13-year period. 

Purpose of the report is to throw 
some light on the concept of “mar- 
ket position” in the field of retail 
merchandising “by providing sta- 
tistical estimates defining the size 
and trend of national dollar sales 
volume for various merchandise 
lines in the department store field, 
along with indications of the size 
and trend of ‘total market saies’ 
(U. S. consumer purchases) of 
comparable merchandise.” 


@ In this manner, Mr. Snyder 
says, “It becomes possible to de- 
termine the per cent of total mar- 
ket accounted for by the nation’s 
department stores in each of the 
lines covered, and to note whether 
their share of the total has been 
increasing or decreasing.” 

Starting point for the estimates 
was the commodity sales tabula- 
tion for department stores given 
by the 1939 Census of Distribution. 
Part of Mr. Snyder’s contribution 
lies in his converting trend data in 
the form of indexes or percentages 
into actual dollar sales estimates 
(without adjustment for price 
changes), both for the years pre- 
ceding and following 1939. 

Data in percentage or index 
form and supporting information 
were obtained from the Federal 
Reserve Board, Harvard Univer- 
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To Unearth New 
Markets . . . To 
Activate Known 
Markets. 


INDUSTRIAL EQUIPMENT NEWS 
does this job for you economic- 
ally. 


In the general industrial mar- 
ket where 52,527 Engineering, 
Operating, Production and Pur- 
chasing Men use INDUSTRIAL 
EQUIPMENT NEWS to find their 
current needs and will see infor- 
mation on your product. 

86% of these buyers and 
specifiers are in plants rated 
$100,000 or more. 55.7% are 
in plants rated one million and 
over. 

You can reach this major mar- 
ket of buyers and specifiers for 
only $110 a month — $1330 a 
year. 

For full information get a 
copy of “The | E N Plan.” 
It may be helpful to you. 
It's FREE — Write today. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 
461 Eighth Avenue 
New Y 1, New York 
BOSTON @ CHICAGO @ CLEVELAND 
DETROIT @ LOS ANGELES 


sity’s Bureau of Business Research, 
University of Michigan Bureau of 
Business Research, the Department 
of Commerce and the National 
Retail Dry Goods Association. 


s To arrive at the series of total 
market estimates, Mr. Snyder used 
data on the value of manufactures 
for the years 1935, 1937 and 1939, 
regrouped to coincide with depart- 
ment store mérchandise lines. He 
then applied a tested markup 
formula which had the effect of 
raising factory value figures to the 
retail value level. Thus if dollar 
volume in any of the 42 merchan- 
dise lines is too high or low, it is 
consistently so and provides rela- 
tively valid information as to 
trends. 

The lines covered include wo- 
men’s ready-to-wear, shoes and 
underwear, men’s and boys’ cloth- 
ing, neckwear, leather godds, jew- 
elry, toilet articles, toys, station- 
ery, candy, books, housewares, ap- 


The five lines showing the most 
rapid rate of growth through the 
13-year period are radios, luggage, 
infants’ wear, women’s and misses’ 
coats and suits and women’s shoes. 
The five showing the slowest sales 
growth rates were umbrellas and 
canes, toilet articles and drug sun- 
dries, sporting goods and cameras, 
furs and popular price dresses. 
These “growth rates,”’ however, do 
not coincide with total dollar vol- 
ume represented by the respec- 
tive lines. 


es Mr. Snyder’s report notes: “In- 
dividual lines in which depart- 
ment store sales have declined in 
terms of percentage share of the 
total market over the 13-year pull 
included, among others, hosiery, 
luggage, sporting goods, toys, sil- 
verware and clocks.” 

At the same time, “Individual 
lines in which department stores 
have improved their long-term 
share of the basic markets include, 


a 


YULETIDE TIP—The National Cherry Institute, Chicago, is distributing this wi. 
dow str to retailers os part of its biggest advertising and merchandising car 
paign. L. W. Ramsey Co. is the agency. (Story on Page 60.) 


phonographs and records.” 

The department store share of 
the total market, according to Mr. 
Snyder, declined steadily from 
1935, when it had a 29.09% share, 
through 1945, when the share was 
17.03%. It has increased slowly 
since that time until 1947, when 
the share was 17.63%. 

While he permits himself a bare 


pliances, floor coverings and fur-|among others, dresses, women’s|minimum of commentary on the 
wear, boys’ wear, candy, radios,/trends (the job of writing the 


volumes treating of trend chanze 
cause and effect, he says, “is che« r- 
fully left to anybody who cares io 
undertake it’), and while he in- 
sists that his trend line projecti n 
is not a forecast, he devotes ‘4\o 
paragraphs to the position of the 
department store in the U. S. r.- 
tail economy. 


= “The department stores,” he 
says, “may be expected to stand 


PHILADELPHIA @ PITTSBURGH 


The HUNDRED MILLION YEAR OL! 


“What is man that Thou art mindful 
of him” ..mused the Psalmist, as have 
all men. Yet only in the last century did 
Man, most curious of animals, begin to 
find the answers to his origins. 

A new time scale calibrated by the stars, 
and the earth’s structure, re-scheduled the 
days of Genesis as vast empty aeons of fire, 
stone, ice, steaming swampland. Ancestor 
evidences were discovered in the caves of 
Dusseldorf, Dordogne. Pompeii exhumed, 
tombs of forgotten Pharaohs found, Mayan 
cities wrested from jealous jungles. Even 
in the last two decades, the newly-found 
Folsom arrows and the cliff dwellers’ wall 
paintings pushed back thousands of years 
the presence of man on this continent! 

While prehistoric animals left only 
relics, plants actually survived, perpetuated 
by wind blown pollens, water borne pods, 
suspended in seeds. Sheltered by geologic 
faults, vegetation sometimes outlives itsera 

- +S, forsinstance, the gross forebears of 


present day palmsin Palm Spring’scanyon! 
..«- Warm oases rumored in Alaska,the green 
lakes lately air-sighted in the Antarctic, 
start pulses racing, expeditions planning... 
Because remnant flora may tell as much 
as bone pits, midden heaps, buried cities! 

In 1945, a government plant census in 
China turned up unknown tree cones and 
needles. Chinese botanists sent specimens, 
when postwar communications permitted, 
to Dr. Ralph Chaney, of the University of 
California, world authority on redwoods. 

To Milton Silverman, science writer of 
The Chronicle, and old friend, Dr. Chaney 
confided his suspicion last February. Dawn 
age redwoods, older than manor mastodon, 
dated with the dinosaur, trees presumed 


extinct twenty million years...might still 
be found in China! He was going to have 


a look-see, invited Dr. Silverman along! 
F.y.i... The redwood, sister species of 
Giant Sequoia,though somewhat smaller, is 
a cone-bearing evergreen that grows two 
hundred feet high and to twenty diameter, 
lives thousands of years—blight immune, 
fire resistant, in great groves in California, 
Oregon, few other places. Warm, satiny red 
color, harder than white pine, a single tree 
sometimes makes a million board feet! 
Fy.i. further... 
Dawn Redwood, a conspicuous chorine, 
might be a story. Trees in China? Lissen 
bud, this’ a newspaper, not a nursery! 


To most newsrooms, 


Tue Chronicle’s concepts of news are 
elastic,comprehensive... look farther ahead 
than today’s assignment sheets and farther 
back than clips from the morgue. Cause 
and effect are rarely close-coupled like a 
stock market transaction, calamity often 
casts no shadow! ... Today’s menace is 
not Moscow-made, dates back a hundred 
years, to a mad introvert named Marx! 

Chronicle editors, moreover, are under 
no compulsion to cut bait for circulation, 
or dredge for low 1Qs. News of long lost 
Judge Crater would still make front pages! 
..-Are Dawn Redwoods a lesser story? 

Dr. Silverman drew $2,000 advance, 
took a plane with Dr. Chaney to Shanghai, 
then Nanking... told only US Ambassador 
Stuart, and Hollington K. Tong, chief of 
Chinese . servige, about their 


mission ... hid in a squalid native inn while 

waiting plane passage to Chungking. 
From Chungking, with coolie 

bearers, they went by river boat to 

Wan-Hsien—road’s end, beyond 

which narrow, tortuous, slithering 

trails barred jeep, horse, rickshaw. 


Fifteen miles shredded the straw sandals 
the bearers, brought them to Lau-Tu- 
Old Land God’s Village for the night 

Because bandits were reported ale 
ragged native soldiers armed with ancie 
carbines were engaged at $60,000 a day p 
head (18c US!)... 
traversed to Lung-Chu-Pa, village of ti 
Excellent Horse. 

The next day, they came to Mo-Taq 
Chi, village of the Grindstone River. 4 
there the first dawn redwoods were foun 
Three trees on the banks of a rice padd 
nota natural site. The tallest, about nineq 


and twenty seven mil 


feet high, for more than two hundred yea 
a local augur of crops, had at its base 
small temple built by grateful villagers. 
It was a long trip for three trees! Fro 

,the natives, they learned that more of th 
ancient trees were in Hupeh province, nea 
Shui-Hsa-Pa (not shown on any map).. 

and they decided to push on. 

Another day brought them to Wang 
Shia-Ying, in the Valley of the Ginkgos.. 


Most of the next was spent in crossing lid 


Mountains of the Seven Humps. Late 1 1 
afternoon, they entered the Valley of :/ 
Tiger, “a hundred miles by trail, hund:e 
million years in history” said Dr. Chane 

.and saw stands of dawn redwoc ds 
sixty to ninety feet high, with purplish 


bark. They grew in rice paddies, canyons 
on steep slopes, interspersed with ot vet 
species of trees and flowering plar ts 


High mountainson bothsides kept i 


valley warm and moist. Untouch <4 
by war or bandits, the natives tend 2d 
their gardens, safe and well fed. \ u 
Tsa Ming, headman of the village, 
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Advertising Age, December 13, 


and prosper on the basis of the 
relative stability that has its roots 
in diversified merchandising. Be- 
cause of this basic saving grace 
along with (a) invigorated efforts 
at internal control of inventories 
and operating costs, (b) expansion 
of concerted buying activities on 
the part of ‘associated’ store 
groups, and (c) a growing ten- 
dency on the part of store manage- 
ments to put back on manufac- 
turers the responsibility of antic- 
ipating market demand, the ag- 
gregate position of these stores 
may not change drastically in the 
years immediately ahead. 
“However, the longer-term 
view,” he continues, “is somewhat 
less rosy, considering over-all 
‘market position’ as such. ..aside 
and apart from any sales volume 
prospects. The centrifugal force 
of economic dispersion. ..has gath- 
ered speed in recent years and 
might eventually, if continued, 
sound the death-knell of the cen- 
trally located department stores.” 
The report, with the formidable 


title: “National Trends in Depart- 
ment Store Sales of 42 Merchan- 
dise Lines, 1935-1948 (A Statistical 
Research Study of Market Position 
Dynamics in the Retail Econ- 
omy),” is available from Snyder 
Business Research Reports, 11 S. 
LaSalle St., Chicago, for $15. 

It is the third report issued by 
Mr. Snyder since he established 
his own business as an independent 
marketing research economist 
three years ago. The other reports 
were “Trends in the Toy Market,” 
in 1946 and “Trends in the Sport- 
ing Goods Market,” in 1947. 


Townsend Reprints ‘Method’ 


W: S. Townsend, originator of 
the “Townsend Method,” has pre- 
| pared, in booklet form, a complete 
‘summary of his Mass Selling Me- 
thod. The booklet contains reprints 
of all the 14 articles of the “Town- 
‘send Method of Mass Persuasion 
and Advertising Evaluation.” Cop- 
ies are available at $2 each from 
| Townsend Methods, Inc., 176 W. 
_Adams St., Chicago 3. 


Oregon Sets Aside 
$175,000 tor Next 
Year's Ad Campaign 


SALEM, OreE.—The Oregon State 
Highway Commission has ear- 
marked $175,000 for advertising 
space as part of its 1949 advertis- 
ing and promotion budget. 

To lure tourists to the state, the 
commission’s travel information 
department will use a series of 
three four-color pages next spring 
in Holiday, National Geographic 
Magazine and The Saturday Eve- 
ning Post. In addition, a series 
of single-column, black-and-white 
ads is scheduled for American 
Magazine, Better Homes & Gar- 
dens, Cosmopolitan, Field & 
Stream, Outdoor Life, Sports 
Afield and True, and several AAA 
and other travel magazines will 
be used. , 

The department will make a 
special bid to prospects in the 
western market with copy in an 


extensive list of western newspa- 
pers. These papers will be used 
in the spring and probably the 
autumn, as well. 

The Oregon Advertising Club 
will continue its aggressive intra- 
state program to maintain and im- 
prove Oregon’s standards of tour- 
ist-hosting. 

Mac Wilkins, Cole & Weber, 
Portland, handles the commission 
account. 


K & E Gets Stetson Export 


John B. Stetson Co., Philadel- 
phia, has appointed Kenyon & Eck- 
hardt, New York, to handle export 
advertising for all divisions. The 
agency already handles all of the 
domestic advertising of the com- 
pany with the exception of Can- 
adian. 


‘Times’ Names McDevitt 

The Times and Sunday Times- 
Advertiser, Trenton, N. J., have ap- 
pointed George A. McDevitt Co., 
New York, as national representa- 
tive. The newspapers previously 
had no representative. 


posed with his children for a photograph 
..-placid as a scene on old porcelain! 
The Valley was a remnant of the Age 
of Reptiles, looked like Alaska a hundred 
million years back,or North America thirty 
million years earlier. The dawn redwoods 
had outlasted dinosaurs and mastodons! 
Messrs. Chaney and Silverman spent 
days on the site, took pictures, collected 
specimens, then started back. Near Lung- 
Chu-Pa, one of their guards killed a bandit! 
Dr. Silverman airmailed his negatives 
from Chungking. The first story broke in 
The Chronicle March 25, ran five days. 
arrived home April 3... fifteen pounds 
lighter, with some of his $2,000 unspent! 


Few papers would send a man 20,000 
miles for such a story—few have readers 
who would appreciate such a story... But 
The Chronicle has such an audience... 
tries to present news for its significance, 
local as well as general... to be intelligent 
without going highbrow or stuffy... 
comics and cartoons as well as Puljtzer 


Prize reporters ... aims at balanced content, 
and succeeds with a diversified audience. 


He 


has 


And the Chronicle hasenoughaudience =, 


to give advertisers high coverage in all the 
brackets, and move merchandise in any! 
Mainstay of major department stores 
and the best specialty shops, it delivers 
volume to Market Street merchants...sells 
cereal and caviar, custom furniture, candy 
bars, baked beans, dish towels, spinets or 


spaghetti. Any SFW representative 


gladly tell you more about the best medium 
in one of the country’s 


best markets. 


=~ 


will 


San Francisco Chronicle 


Sawyer, Fercuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


CREATIVE 
MEN 


work faster, better... 


when they follow this 
5-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James 
W. Young, Senior Consultant of J. 
Walter Thompson, is worth its weight 
in uranium to every man who must 
produce ideas. Gives you the positive 
5-point program used by one of the 
highest paid men in the agency busi- 
ness, for developing ideas that sell. 
Acclaimed as the biggest little book ever 
written for advertising men, now in its 
fifth big printing. A must for you if 
you are a creative man. $1.00 on 10-day 
money-back guarantee. 90c each in 
quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 


IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is 
broadening his horizons in the advertis- 
ing business. As Victor O. Schwab says, 
“a book about business which emits 
flash after flash of penetrating insight 
... day by day guidance ... pithy case- 
history experiences . .. usable sugges- 
tions.”” . . . In all 578 diary entries made 
during trying times, any one of which 
may suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. $2.70 each in quantities of 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of Me- 
Graw-Hill? Here is the whole inspiring 
and useful story, in the words of the 
late James H. McGraw, Sr. with an 
introduction by G. D. Crain, Jr., pub- 
lisher of Industrial Marketing, Advertis- 
ing Age, etc. A basic book in the library 
of every man who writes, edits, sells, or 
promotes in the business or industrial 
fields. $1.00 on 10-day money-back guar- 
antee. 90c each in quantities of 10 or 
more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method for 
(1) getting new salesmen into high gear 
quickly, (2) developing a uniformly 
good performance pattern, (3) making 
each man pay off in higher average pro- 
duction. An easy-to-use program for 
sales managers who want more results 
starting now. $2.00 on 10-day money- 
back guarantee. $1.80 each in quantities 
of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number cf orders for 10, 
25, and more copies of these various books, 
it is clear that they are filling an important 
need in training programs. We suggest you 
start with a copy of the “‘5-Point Teehnique”’ 
for each member of your creative staff. 


MAIL ORDER NOW 


| Advertising Publications, Inc. 

100 E. Ohio 8t., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding 
that I may return books for full refund in 

| ten days if not delighted in every way. 


| copies, “‘5-Point Technique 
for Producting Ideas’’......... 
__. copies, ‘‘Diary of An Ad Man” $_____ 


copies, ‘“Teacher of Business’’..$_ 
copies, ‘Successful Sales 
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Who stands out in front of your store 
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The patient, painted cigar-store Indian did a good job of 


bringing the people in, of distinguishing one store from 
another....until everybody had a wooden Indian. Then it 
became necessary to pick and choose....to find the figure best 
adapted to each store’s needs. 

It’s like that in radio today. Everybody knows the job radio 
can do in calling the customers in, from distances unimagined 
in wooden-Indian days. But who stands out “in front of your 


store’’....in other words, which network .... 


is still the important thing. For the choice of network often 
determines the effectiveness of a radio campaign. 

That’s why you find more of America’s leading advertisers 
on CBS than on any other network. The winning combination 
of powerful, penetrating facilities and alert, imaginative pro- 
gramming has made the cost of reaching customers on CBS 
the lowest in network radio. 

With CBS standing out “in front of your store;’ you have 


radio’s most effective, most economical vo:ce wor:.ing for you. 


Columbia Broadcasting System 
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Hollingshead ‘Whiz’ 
Editorial Ads Based 
on Glass Wax Type 


CAMDEN, N. J.—A cold weather 
campaign, featuring full-page ads 
built around newspaper editorial 
style, is being launched in 26 cities 
by R. M. Hollingshead Corp. to 
promote its Whiz products for fast 
auto starting. 

Depending on the weather, a 
minimum of one full-page breaks 
in each of the cities during a six- 
week period fixed by the company 
and its agency, Aitkin-Kynett Co., 
Philadelphia. 

As a follow-up, Hollingshead will 
run four 400-line ads in 19 cities 
and then follow that with radio 
announcements on 12 stations. All 
in all, a total of more than 75,000 
lines of newspaper space has been 
contracted for by the agency 


throughout the “cold weather” 
area. 
Headlined “Cars in Danger 


From Cold Wave!’’, copy stresses 
cold weather gas‘ line and motor 


How-To Advertise 
To Business Men 


By Howard G. Sawyer 
vice-president & director 
James Thomas Chirurg Co. 


HERE is the most important book 
on industrial advertising yet writ- 
ten. It offers you, for the first time, 
a systematic approach for planning 
and producing advertising that 
pays off in sales. It will give you 
check lists to help you project your 
sales story to the greatest number 
of buyers with maximum effective- 
ness. 
* * 7 

Appearing serially as a complete 
course in business paper advertis- 
ing, “How to Advertise to Busines 
Men” is only one of the outstanding 
editorial features of INpusTRIAL 
Marketine, the magazine of selling 
and advertising to business and in- 
dustry. Every single feature will 
help you cut your distribution costs, 
increase your sales effectiveness: 


In INDUSTRIAL MARKETING 
for December: 


How to Sell to Top Management 
The president of a small metalwork- 
ing plant describes sales techniques 
that have helped him get the all- 
important Okay from the front office. 


How Manufacturers Cut 
Distribution Costs 
26 case histories of sales and adver- 
tising methods that have lowered the 
unit costs of sales. 


Budgeting Advertising for 
Multiple Product Lines 
Not a figure “out of a hat", but a 
realistic formula that takes into con- 
sideration all of the competitive fac- 
tors for each product. 


Guideposts for Forecasting 
A simple, workable method for esti 
mating sales potentials for your busi- 
ness quarter-by-quarter. By the dean 
of economists working in heavy in- 


starting difficulties of motorists. 
Copy plugs Hollingshead’s Motor 
Rhythm and Zorbit products for 
motor tune-up and moisture ab- 
sorption in gas tanks. 

The drive is patterned after a 
recent campaign held for another 
product made by the Hollingshead 
firm, the “Glass Wax” supplied to 
Gold Seal Co. This is advertised 
by full-page editorial-type ads 
prepared by Campbell-Mithun, 
Chicago and Minneapolis. Hollings- 
head manufactures the product, 
but has nothing to do with its pro- 


motion or sales. 

If the Whiz campaign proves as 
successful as early returns indi- 
cate, the firm will follow with 
similar spring drives on car wash 
and car polish items. 


s The success of the current pro- 
motion is based primarily on care- 
ful planning, it was said. As early 
as mid-September sales meetings 
with Hollingshead distributors 
were held. Distributors then were 


supplied with a total of 50,000 re- 
‘prints of the full-page ad and 


Advertising Age, December 13, 


flyers (with distributor imprints) 
for direct work with dealers. Deal- 
ers were urged to post the reprints 
on windows and in service stations. 

No definite times have been 
fixed by the agency or the com- 
pany for releasing the ads in the 
26 cities. It all hinges on tempera- 
tures, with freedom of judgment 
left up to distributors and the me- 
dia being employed. 


United Launches Campaign 
United Air Lines, Chicago, has 
launched a new campaign in 160 


194. 


newspapers in 84 cities in th 
United States, with 300-line ad 
appearing weekly. N. W. Ayer . 
Son, Chicago, handles the accoun: 


GM Division Promotes Two 


The New Departure division 
General Motors Corp., Bristo! 
Conn., has advanced Ralph O. Wir 
temburg from eastern regiona 
sales manager to special assign 
ments from the general sales man - 
ager. James P. Gillilan, manager co/ 
the New York zone office, succeec ; 
Mr. Wirtemburg as eastern re- 


|} gional sales manager. 
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- Same neighborhood...same street... 


BUT—what a difference 


EDUCATION 


of SCIENCE ILLUSTRATED readers 


91% went to high school — 8% 
94% are college trained — 19% 
47% majored in science — 56% 


62% topped the national average in a 
Mechanical Comprehension Test -19% more” 


dustry. 
How to Handle Inquiries 
A small manufacturing company steps | 


up its percentage of “closed sales" 
from leads with a special inquiry | 


| 
service bureau. 


Get Ideas . . . Save Dollars 

Any issue of INpusTRIAL MARKETING 
may suggest an idea or.a method of | 

improving your advertising’ and sales | 
program that will be worth many | 
times the low $3 cost of a year's 
subscription. You get 12 regular is 
sues of the only magazine devoted | 
entirely to selling and advertising to | 
business and industry, and the 500 
page Market Data Number, your pri 
mary year-round desk tool-for evalu 

ating industrial markets «nd media. 


Send your $3 chock or purchase order to- | 
day to: j 
INDUSTRIAL MARKETING 
Dept. 100, 100 E. Ohio Street 


Chicago 11, Illinois 
fim The Magazine 
MO ENETING f/m of Selling 


and Advertising to 
, “semana and Industry 


| 


McGraw-Hill 


*than their next-door 
non-reader neighbors 


7 v 


Publication : 


To learn just how the readers of Science 

ILLUSTRATED live and work and earn 
and spend, Psychological Corporation 
researchers have personally interviewed 
our readers from coast to coast—and 
our readers’ next-door neighbors who 
do not read Science ILvustratep. The 
findings of this unusual study clearly 
‘reveal unusual market advantages. 


New York 


more 


more” 


more” 


+ ‘Chicago - 


Detroit 


EDUCATION! 
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‘oins Cities Service 


H. Lane Losey, formerly a copy-| 
writer at Batten, Barton, Dur-'| 
stine & Osborn, New York, has 
joined the copy staff of the ad- 
vertising and news department of 
Cities Service, New York. 


Hunter Opens Pueblo Branch 


General Mills Backs 
Daytime Video Show 


MINNEAPOLIS—General Mills, a 
confirmed believer in daytime ra- 
dio, has chosen to enter television 
as the sponsor of a daytime tele- 
cast. 

The food manufacturer is back- 


Dennis James show for Sterling 
Drug, another big soap opera 
sponsor. 

Mr. Steele’s musical session 
rated 8.0 on the first Pulse report 
taken since WABD started its day- 
time schedule. Time for the tele- 
cast was bought for 13 weeks 
through Knox Reeves Advertising 
Agency. Bisquick, Wheaties, Betty 


regular television sponsor on the 
DuMont station. Procter & Gam- 


23 


adaptations of the “Lone Ranger” 
and “Betty Crocker” AM radio 


ble Co. and Sterling also made shows in New York studios. Steele’s 


their initial plunge into the new 
medium as WABD clients. 


a The 30-minute musical is Gen- 
eral Mills’ first use of television 
except for brief sponsorship of 
sports over WBKB, Chicago, two 


Ed M. Hunter Advertising 
Denver, has opened a 
branch office 
with Ray C. Gatza as manager. The 
is at 336 Colorado 


ing a 30-minute daily session with| Crocker ginger cake mix and| years ago. 
in Pueblo, Colo.,| Ted Steele and his piano on Du-| Betty Crocker soups will be ad-| deny a rumor that GM is putting 
Mont’s WABD, New York. The| vertised. 
program is heard at 12:30 p.m., General Mills is the third big! video show. The company is ex- 
EST, immediately preceding the! advertiser to make its debut as a| perimenting, however, with video 


Company spokesmen 


$1,000,000 into a “Lone Ranger”’ 


v 
v 
v 
v 
v 
v 
v 


What kind of minds do you want your 
advertising to reach in 1949? As the sell- 
ing gets tougher, you naturally want fatter 
pocketbooks and bank accounts, but 
won’t it be easier to open those purse 
strings to your product if you address 
minds that are open to your message— 
open and intelligently receptive? 

The readers of Science ILLUSTRATED 
have notably high incomes . . . and now 
comes proof (visible to, the left) of the 
kind of minds you meet in this market. 
Not only more education, but better edu- 
cation—the better to ask and learn about 
the workings of science today; the better 


ra a EQUIPWENT se 


illustrated THE MAGATINGE OF Lgaod glkdeie “a 


sec » 


so os om. 


...and what a difference in SALES! 


to seek out ScreNcE ILLUSTRATED every 
month; the better to read and react to 
the advertising facts they find here. 

Observe the results of the standard 
(Bennett) test of Mechanical Compre- 
hension, applied as part of this coast-to- 
coast study: far better “‘grasp-ability” of 
what makes things work. Naturally, these 
readers can better grasp all the selling 
facts you want to tell them here. 

Add this market’s other assets—in in- 
come,occupation, and actual buying pat- 
terns—and you find preferred prospects, 
530,000-strong, ready to react to your ad- 
vertising message in these telling pages. 


Remember the 


Science 


tllustrated 
difference... 


THE MAGAZINE.OF NEW DISCOVERIES 


Philadelphia + Cleveland + Sanfrancisco .+ LosAngeles + Boston + Atlanta 


program is experimental, also. If 
successful, it will be continued. 
DuMont apparently obtained the 
General Mills contract by offering 
a show at no talent cost. GM 
checked the daytime schedule to 
pick the best program it could get, 
and Steele agreed, although it 
meant lower pay for himself. 
Six Join Federation » 
The following companies have 
joined the Advertising Federation 
of America: Thomas Leeming & 
Co., New York; A. V. Grindle Ad- 
vertising Agency and Caldwell, 
Larkin & Co., Indianapolis; Every- 
body’s Daily, Buffalo; Torkel Gun- 
del Advertising, Chicago, and 
Applegate Advertising Agency, - 
Muncie, Ind. 


Sun Chemical Names Devine 


John F. Devine, assistant to the 
president of Sun Chemical Corp., 
New York, has been appointed 
chairman of the general sales com- 
mittee, in addition to his other 
duties. 


THEY EARNED IT 


SN y 


THE HARD WAY 


You want the Southern market. It 
is big. It is growing faster. It is 
sound and secure and permanent. 
It is at the top in sales thinking 
today. 


Listed here are ten publications 
that nestle close to ten key markets 
in which the vital importance of 
the South is fully established. 
These fields are good now, and 
will be better month by month. 


These ten publications hold the 
respect of the trades they serve 
because they earned it the hard 
way—by leading, by being on the 
spot when things happened, by 
pouring honest toil into every col- 
umn inch of editorial matter. 


You'll ride on their sweat if you 
use the ten publications that fly 
the Abernethy banner: 


7 » BERNETHY 


PUBLICATIONS 
Established 

Commercial Fertilizer*. ....... 1910 
New South Baker ssi. .. 1910 
Southern Printer........... .. 1924 
Southern Advertising 

and Publishing...............1925 
Southern Jeweler............... 1926 
Southern Stationer and 

Office Outfitter............. 1930 
Southern Pulp and 

Paper Manufacturer.......... 1938 


Southern Canner & Packer... :1940 
Southern Garment Manufacturer. 1941 
Southern Machinery & Metals... 1945 


ERNEST H. ABERNETHY, President 
75 Third Street, WW. © Atlanta, Georgia 


*Commercial Fertilizer is national’ the 
others cover the whole Southern sector of 
their respective markets, from Maryland 
through Texas. 
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You Ought to Know rm to 


Hard-bitten, cynical sales man- 
agers who don’t give a hoot about 
advertising unless it sends the 
sales curve upward—and fast— 
usually get along pretty well with 
John W. Shaw. 

As a matter of 
fact, Jack Shaw is 
someday going to 
hire an ultra-re- 
alistic sales man- 
ager to look over 
and criticize 
everything that 
comes out of the 
shop of John W. 
Shaw, Inc., in 
Chicago, and put 
it through every 
obstacle course 
the client would think of doing— 
before the client ever sees it. 

John Shaw has seen a lot of cli- 
ents in the 17 years that he has 
been in the agency business. A 


John Shaw 


| 
Michigan farm boy who graduated | 
from the University of Minnesota 
and opened his own agency in Min- 
neapolis at the age of 19, later 
holding executive positions with 
Campbell-Mithun, Henri, Hurst & 
McDonald, and Leo Burnett Co., 
he has developed a good many 
ideas along the way. 

Until he hires a sales manager 
to offer critiques, however, it is 
certain that Jack will do a pretty 
good job along the same line 
himself. “What I want,” he asserts, 
“is further to develop our outfit as 
a ‘business’ advertising agency, 
rather than a ‘creative’ advertising 
agency. If an agency is going to 
do the best possible job for a cli- 
ent, it must know all the facets of 
its clients’ business—all of its cli- 
ents’ marketing problems. 

“As I see it, if we are going to 
provide sound, intelligent counsel 


to our clients, we must increase our 


stature as business men. And we 
must do it,” he declared with the 
intensity of thought and speech 
typical of Jack Shaw, “even if we 
have to give up some of the atti- 
tudes which seem to be traditional 
with advertising men. 


ws “Eventually,” he asserted, “we’re 
going to be able to tell an adver- 
tiser just what will come back 
from an ad he places. We’ve made 
very satisfactory progress in that 
direction, unorthodox as it may 
seem. We have reams of data on 
results—like many other people. 
If we’re any different, it’s because 
we try to translate those data into 
useful guides to action quickly— 
we want to carry an idea further 
and faster than anyone else.” 

In line with this thinking, Shaw 
says: “We never make a call on a 
new prospect without knowing a 
lot about his business, and the way 
both he and his competitors con- 
duct it. And we have something to 
offer him which we feel certain 
will be of value.” 
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Unlike many agency executives, 
Shaw did not “drift” into the ad- 
vertising field. His uncle was a 
copywriter and, as a result of fam- 
ily discussions, young Shaw knew 
where he was headed before he 
was well into his teens. When he 
opened his own office immediately 
after his own college graduation, 
he already had three accounts. 

After a short two years of oper- 
ating under his own shingle, he 
hooked up with McCord Co., Min- 
neapolis, as director of radio and 
copy chief. Three more years 
passed quickly, and in 1936, Do- 
mestic Products Corp. of Minne- 
apolis appointed him vice-vresi- 
dent in charge of sales and adver- 
tising. 

He carried his conviction that 
advertising is an arm of sales with 
him to Campbell-Mithun’s Min- 
neapolis office, which he joined in 
1937 as account executive and di- 
rector of merchandising, and to 
Purity Bakeries Corp. in Chicago, 
where he became director of ad- 
vertising and merchandising and 


In fact as w 
Paper-making fo 
in the acquisition of facilities and the development of 

techniques that keep Champion in the vanguard of the 


industry. Champion service is equally as depe 
| are Champion papers. _ 
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general sales manager in 1939. 

In 1941, he became account exe - 
cutive in charge of plans for Henr 
Hurst & McDonald, Chicago, move 
to Leo Burnett Co. as accour 
executive in 1943, and set u) 
Shaw-LeVally, Inc., with Norma 
LeVally in November, 1945. Whe 
Norman LeVally resigned in Jun: , 
1947, the agency took its preser| 
name of John W. Shaw Adverti: - 
ing. 


a Jack Shaw’s penchant for ge - 
ting results extends to every co - 
ner of his agency. He works har |, 
expects the agency personnel ‘o 
work hard, and makes no apology 
for it. At 8 o’clock every Mondzey 
morning, the staff gets off to a fast 
start with a meeting which may 
last half a day. And the pace con- 
tinues throughout the week. 

Asked about agency services 
such as publicity and public rela- 
tions (which Shaw offers), he said 
emphatically: “Agencies ought to 
add a business analysis department 
before they offer public relations 
counsel. Agencies need business 
analysts to get them in the right 
groove—and sometimes to get their 
clients straightened out. I believe 
that this business of ours would 
have a sounder foundation if more 
admen operated that way.” 

New ideas always get a warm, 
if somewhat critical, welcome at 
the Shaw offices. One of the more 
recent innovations was an idea of- 
fered by Fred G. Hulburd, direc- 
tor of advertising for Victor Add- 
ing Machine Co., a Shaw client. 
Mr. Hulburd felt it would be a 
good idea to take a wire recorder 
into the field, question Victor 
dealers on their attitudes toward 
the Victor advertising program, 
and play back the opinions to .op 
management. 

L. W. Scott, vice-president of 
Shaw, assisted in the preparation 
of a questionnaire to guide the 
discussions, and he and Mr. Hul- 
burd barnstormed the Midwest 
The excellent results obtained in- 
dicate that the wire-recorded 
dealer interview may well be 
adopted as standard operating pro- 
cedure for the Shaw agency. 


# As proof of the pudding, Shaw 
has doubled the $800,000 billing, 
with which his agency started, in 
16 months—and he frankly admits 
that he is out after big accounts. 
“We don’t ask for the whole works 
at once, however,” he says. 

“We do ask for a small piece of 
the business and a chance to prove 
what we can do for the client.” 
Present clients do not suffer be- 
cause of presentations made to 
prospective clients, however. Jack 
is proud of the fact that no adver- 
tiser has yet dropped his agency 
which, incidentally, has just moved 
to larger quariers at 221 N. LaSalle 
St. 

As might be expected, Jack 
Shaw carries the same zest for 
achievement into his home life 
His farm at Libertyville, IIll., pro- 
vides the backdrop for strenuous; 
sessions astride his horses—a di- 
version in which Lila, his wife, 
participates avidly. His latest 
weekend project is teaching his 
two young sons, Peter and Bills, 
aged 5 and 8, how to ride. And if 
they continue to follow in their 
|father’s footsteps, they’ll knov’ 
| everything there is to know about 
horses and horsemanship befor: 
they enter their teens. 

. 

Hutson Heads Fleer 

Norman P. Hutson, vice-presi- 
;dent of Frank H. Fleer Corp, 
Philadelphia, chewing gum manu- 
|facturer, and with the compan.’ 
'since 1932, has been elected presi- 
ident, succeeding the late Gilber! 
|B. Mustin. Gilbert B. Mustin Ji 
has been named secretary and 
Frank H. Mustin, treasurer. 


WMMW Appoints Franklin 
William Franklin’ has bee 

named commercial manager of 

Station WMMW, Meriden, Conn. 
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Check Methods 
of Accounting, 
Crowley Urges 


Dayton, O.—“One of the first 
weapons that should be forged [in 
the battle against rising newspaper 
production costs] is a standard and 


unified system of accounting,” and | 


agreement should be _ reacheu 
among circulation men as to what 
should logically be classified as 
circulation expense, according to 
William Crowley of the Dayton 
Journal-Herald. 

Mr. Crowley, who recently com- 
pleted a study of circulation cost 
structures under a graduate schol- 
arship at the University of Minne- 
sota, says there is still no uniform- 


ity of accounting practices in 
newspaper departments. 
In his graduate thesis (the 


scholarship for his work was 
granted by the International Cir- 
culation Managers’ Association), 
Mr. Crowley notes that no ef- 
fective tools exist by which a cir- 
culation manager can logically 
compare and study the efficiency 
of his operation with that of other 
newspapers in the same circulation 
bracket. 

His study of the circulation ac- 
counting practices of 50 daily 
newspapers disclosed “50 different 
accounting systems,” and fully as 
many different ideas and policies 
as to what constitutes circulation 
expense. 


a For example, he explains, the 
practice of charging newsprint to 
the circulation department is a 
controversial issue. Although only 
15 of 127 circulation departmenis 
replying on this point said they 
were charged for some or ail 
newsprint, “other papers answered 
in footnotes that they were 
charged for comics and Sunday 
supplements which build reader 
interest.” However, it is “encour- 
aging,” he continued, “that over 
80% of the publishers have recog- 
nized the unfairness of this prac- 
tice. 

“What every publisher wants to 
know, presumably, is how much 
net revenue his circulation de- 
partment is yielding. The better 
the advertising department is, the 
bigger the issues are and more 
paper is consumed. Thus,” he said, 


Black's Poultry Company bought 63 stations 
including WDNC, the 5000 watts—620 ke 
CBS station in Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
er 63 stations except one! 


What do you want to sell more 
of at lower cost? 


DURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


Advertising Age, December 13, 1948 


“if paper is charged to circulation, 
a strong advertising department 
will make it appear that circula- 
tion expenses are unduly heavy 
and will not show a true picture 
of circulation net revenue.” 

In his conclusion, Mr. Crowley 
remarks: “The only method 
whereby logical comparisons of the 
various costs that make up circu- 
lation expense can be made for 
papers in the same circulation 
classification is through a unified 


accounting system. Expensive pro- 
cedures and management habits as 
they affect circulation costs cannot 
be discovered unless there is some 
way of comparing them with other 
possible methods available.” 


GF Drops ‘Mr. Ace & Jane’ 


General Foods Corp., New York, 
will discontinue sponsorship of 
“Mr. Ace and Jane” (Hooperated 
5.9 on the Nov. 30 report) after 
Dec. 31. No decision has been made 


on a replacement. Mentioned most 
frequently as a possibility is “My 
Favorite Husband,” a new CBS 
package starring Lucille Ball. The 
CBS 8:30 p.m., EST, spot is bought 
through Young & Rubicam. 


‘Media Digest’ Names Two 


Edna Hoey, advertising manager 
of Media Digest, New York, has 
been named co-publisher. George 
W. Washington, formerly with the 
New York Journal-American, has 
been appointed representative in 


charge of the business publication 
classification. 


Rolls Promotes English Razor 


Rolls Razor, Inc., New York, is 
launching a _ special two-week 
Christmas gift promotion for its 
imported English razors in 30 
newspapers throughout the coun- 
try. The drive stresses savings, 
with the caption: “Do you love him 
for his face or his money? Rolls 
Razor saves both!” Dorland, Inc., 
New York, is the agency. 
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ACTS not “Flapdoodle” is the key- 
note of this highly informative 
book which gives you a complete 
resume of the unique HUMAN 

INTEREST Editorial Technique of Capper’s 

. and its productiveness as evi- 

denced in Reader Response . . . Pattern Sales 

. . . Circulation and above all in Advertising 

Results . . . for products sold either direct or 


For advertisers who are selling or who want 


i We 


912 KANSAS AVENUE 
- TOPEKA,KANSAS 


. Advertising Managers and Agency 
Men are talking about . . . Especially if 
they re Selling the Rich Farm and Rural Town 


Market! Your Pree Copy is Ready for You! 
send for it Today. 


to sell the prosperous, able-to-buy Farm and 
Rural Town market of Iowa, Nebraska, Mis- 


souri, Kansas and Colorado . 


. . What Every 


Advertiser Should Know About Capper’s 


Weekly,” is a reading “must.” 
Send for your FREE copy today . . . and 
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There’s nothing to complicate tests in the South Bend 


The people who live here buy here—not elsewhere. They 


are perfectly typical of the nation’s industrial-agricultural 


by one newspaper and one only—The South Bend Tribune. 
Write for free market data book that gives you all the facts, 


a a 
Soulh Mend 


wimmen. 


— Cribune © 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Ne bie 


Where the West 


“TEST TOWN, U.S.A.” Begins? Don't 
market. Distribution here is controlled and economical. You Believe it 


couple o’ the purtier ones, 
then sashay outside where the men 
a were fer some likker an’ 
straight from the shoulder talk. 
Cain’t do it any more, seems like, 
IND. mainly ’count o’ this Justin I was 
talkin’ ’bout. Sam Justin’s pappy 
wuz differ’nt. He set hisself to 


some 
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makin’ th’ kinda boots a cowm: py 
wanted to wear whether he w:, 
ridin’ herd on cows or whether } 
wuz tryin’ to do the same wi‘) 
some o’ those cute li’l town ga! 
Fact is, those boots his pappy max e 
went right along with Stetson hat 
Now don’t get me wrong, parc - 
ner. The boots these here Just), 
folks put out ain’t changed muc) 


Fort WortH—They ain’t much|The boys in town tell me they 
structure. And “Test Town, U.S.A.” is covered to saturation | hance uv us menfolks down Texas | still use first rate leather, an’ the 
way to git out a goin’ t’ dances/still make ’em fit good an’ lock 
any more since this here Justin| nice. Leastways ah’m still buyi,’ 
feller lined hisself up with the/|’em. 


But Sam Justin (he’s the youny- 


Used to be, in the old days that|est of ol’ H. J.’s sons) got tookin 
there Saturday night shindigs, look 


the gals over, mebbe talk with a/€¢" whatever they call it. No. He's 
an’| gotta go git some o’ those slick 


it ain’t enuf fer him to git “hep,’ 


agency fellas at Albert Evans Ac- 
vertising to he’p him put out 4 
booklet called “Square Dancin’ |s 
Easy.” 


a Wal, they give about 50 copies o’ 
this here book to each one o’ the 
stores thet sell Justin boots. Folks 


= 1. it really N your answer to this 
dealer refusal to use 
that causes the bulk 


of display waste ? 


important question hangs the 
success or failure of your indoor 


displays! 


ASTE of display material often 

starts long before the dealer gets 
a chance to reject it. It starts when the manufacturer neglects to gage 
dealer preferences and fails to build his material to meet those preferences. 


Here's Why: The dealer has only one Jong range But you'll have him saying, ‘‘I want that!"’, when your 
objective. That's towin customer good will with good mer- display is designed to make a complete sale —from start 
chandise, good values, good service. But his immediate and to finish —in those few vital moments that the shopper 
most important aim is to make more sales by the day —day- is in the store! 

after-day and every day. It’s to help him do this that he There is a good guide to dealer preferences in the dis- 
uses indoor displays. Will it fill the bill to give him a plays you'll see in any of vour dealers’ stores. Look them 
display designed to your personal tastes, planned to pro- over — learn why they are used — and you're on your way 


mote company policy, or pointed for eventual sales? to success with your own indoor displays. 


McCandlish works with advertisers in two ways: 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail-construction department, plus 
our special ability to give faithful 
reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


thet come in to buy boots go out 
with a book too. Friend a mine in 
Ft. Worth told me thet about a 
quarter uv all the stores sellin’ the 
boots bit on the first offer. 

Why they even got 10,000 o' 
those dawgone books scattered in 
the first week they wuz offered, 
and sev’ral times thet many since. 
Seems like they get a fella inta the 
store for a free book, an’ afore he 
gits out he’s carryin’ a hat, an’ 
hand tooled belt, an’ one o’ them 
dude rodeo shirts. 

All ah’m goin’ ta say is thet no 
kid clerk with fuzz on his cheek’s 
goin’ to learn me how to square 
dance from Sam’s book. 

Come to think of it, it ain’t too 
hard dancin’ in Sam’s boots, square 
dancin’ anyway. Mebbe next time 
ah’m in town ah’ll sneak a look, 
but just a look, pardner, just a 
look. 


Freed to Make TV Receivers 


Freed Radio Corp., New York, 
manufacturer of Freed-Eiseman 
high-fidelity radio-phonographs 
and FM radio receivers, is entering 
the television market with a line 
of television receivers after the 
first of the year. The line will con- 
sist of table models, consoles and 
television-radio-phonograph com- 
binations. They will be advertised 
nationally and sold through an ex- 
panded Freed-Eiseman dealer 
organization. 


Fogg Joins Republic 

Robert S. Fogg, formerly man- 
ager of commercial seaplane float 
sales of Edo Aircraft Corp., College 
Point, N. Y., has joined the sales 
staff of Republic Aviation Corp., 
Farmingdale, Long Island, N. Y. 


Dow to Temperature Equipment 
Paul H. Dow, formerly sales pro- 
motion manager of Bryant Heater 
Co., Cleveland, has been appointed 
sales manager of Temperature 
Equipment Corp., Cleveland. 


NEW JERSEY'S FOURTH LARGEST MARKET 
oC 


| Bayonne... CANNOT BE SOLD 


FROM THE OUTSIDE 
THE BAYONNE TIMES isn’t Santa Claus 
but - - - - when 99.2% of ALL the 
RETAIL ADVERTISERS in Bayonne use 
THE BAYONNE TIMES EXCLUSIVELY 
to carry their Christmas offerings . . . you 
know Bayonne cannot be sold from the 
outside. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicago 
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Ask For “= 


IMPERIAL 


Sil mace iy Home Wes 


FOR TIPS—The barrel used in all Hiram 
Walker, Inc., advertising for Imperial 
whisky makes this combination back bar 
display and tipping device called ‘kitty 
keg,’ which is molded in plastic wood, 
with slits at both ends and a spring at 
one end for easy removal of ‘‘contribu- 
tions.” Kay, Inc., New York, designed 
and produced it. 


Swank Tries Video 
in Christmas Period 


NEw YorK—Swank, Inc., has se- 
lected the Christmas selling season 
as the time for its entry into tele- 
vision. The company is using a 
concentrated campaign of one- 
minute film announcements in 
New York, Philadelphia, Baltimore 
and Washington. 

Swank loop cuff links, pin clips 
and dress sets will be featured in 
plugs. The station list includes: 
WCBS-TV, WABD, WNBT, WJZ- 
TV, and WPIX, New York; WBAL- 
TV, Baltimore; WCAU-TV and 
WFIL-TV, Philadelphia, and 
WTTG, Washington. 

J. C. Bagnall Sr., executive vice- 
president, said Swank is in the 
field now “not only to decide the 
company’s future in the medium, 
but as a definite merchandising 
effort for the concentrated Christ- 
mas selling season.” 

Approximately 96 announce- 
ments will be telecast this month. 
Time is bought through Kudner 
Agency. 


Pat Bowman Opens Own Office 


Pat Bowman, formerly in the 
radio production division of Dan- 
cer-Fitzgerald-Sample, has formed 
Pat Bowman Productions, Inc., 
consultant on radio and television 
productions. Offices are located in 
the Graybar building, New York. 


A STUDY 
OFA 
GREAT 
MARKET 


Now Available 


@ A new 4color, 28-page book just 
released by the Courier-Express tells 
the story of a great market... one 
which has a larger population than 
any of 16 states, greater retail sales 
than any one of 17 states. Contains 
current and comparative pre-war 
data on: Population ... Retail Sales 
.. + Wholesale Sales... Retail Out- 
lets... Farms... Housing... Business 
Activity ... Income ... Employment 
.--Payrolls...Bank Deposits... Bank 
Debits. 


Write for your copy. 
REACH BUFFALO’S BUYING POWER 


Buffalo's Only 
Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


Donahue Appoints Chorley 


Mary Lou Chorley, formerly 
fashion coordinator of National 


ment of Donahue Sales Corp., 
New York, distributor of pack- 
aged Talon slide fasteners. 


Wilson Joins Warner 

MacGregor Wilson, formerly in 
charge of technical publications of 
Sterling Engine Co., has joined 
Harold Warner Co., Buffalo, where 
he will do copywriting and cus- 
tomer service. 


Sachar Opens New Division 


Sachar & Sachar, New York ac- 
counting firm, has opened a new 


Bellas Hess, has been named head division specializing in advertising 
of the fashion promotion depart- |agency cost accounting and proce- 


dures. The division will be headed 
by I. R. Sachar, formerly with 
Kimball, Hubbard & Powel and Al 
Paul Lefton Co., Philadelphia. 


Maysteel Names Berliner 

F. C. Berliner has been ap- 
pointed sales manager of Maysteel 
Products, Inc., Milwaukee, manu- 
facturer of steel metal parts and 
assemblies. 


WKIX Appoints Young 


Norman Young, formerly pro- 
gram director and assistant man- 
ager of Station WAYS, Charlotte, 
N. C., has been named manager of 
Station WKIX, Columbia, S. C. 
Both stations are operated by In- 
ter-City Advertising Co. 


Mofttats Promotes Hawkins 


James Hawkins has been named 
assistant advertising manager of 


Moffats Ltd., Weston, Ont., house- | 


hold appliances and stoves. He 
has been with the company for ten 
years. 


Bacardi Promotes Dorion 


W. J. Dorion, vice-president and 
sales executive, has been named 
executive vice-president of Bacardi 
Imports, Inc., New York. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 


San Francisco 5, California 


“WE ADVERTISE in the Rapid City 
Daily Journal for we feel that, 
with its great coverage, we can 
reach the maximum of our po- 
tential farm and ranch customers, 
and it is the ONLY daily news- 
paper adequately serving our 
territory. Fifteen years ago it was 
a different story; however, we 
can now reach this great Western 
South Dakota territory at the 
POINT OF PURCHASE the 
day of publication.” 

RAPID CITY 

IMPLEMENT CO. 


and 


President 


reach 91. 


Gi of 


Capture NOW this rich golden market of 
South Dakota by using the advertising col- 
umns of the locally managed, locally edited 
South Dakota Dailies—the ONE PRACTICAL 
MEDIA for pulling profits from this prosper- 
ous state! 


This is Why South Dakota Dailies 
Provide the Golden Key: 


e South Dakota is geographically set apart 
and is NOT INFLUENCED by ANY out-of-state 
metropolitan daily! 

e Advertising in the South Dakota Dailies 
is a local recommendation of an established, 
local friend. And all buying is local! 

@ Local South Dakota Dailies bind the 
state’s wide open spaces into big, rich and 
concentrated markets! 


You Can Mine a Market Worth 
$300,000,000: 


Three hundred million dollars—South Da- 
kota’s pocket money—is ready cash, ready 
to be spent for household appliances and 
furnishings, automobiles, beverages, water 
systems, breakfast foods—all the products 
to fill the larder of a lush, luxury-loving re- 
gion. South Dakotans enjoy a standard of 
living second to none. For two straight years 
South Dakota topped the nation in “E” 
bond sales per capita! 

South Dakotans are buying what they 
want with cash they have on hand. They 
buy freely and with confidence products ad- 
vertised in their South Dakota Dailies. Link 
South Dakota Dailies to your product pro- 
motion and watch your sales soar! Stake 
your claim now in this $300,000,000 market! 


= 
*. 


There’s Opportunity “toe 


in South Dakota! we” > 
1,000,000 additional kilowatts of electricity . . 
abundant natural resources . . . friendly Amer- 
ican labor . . . a fine highway system that is 
constantly being improved and expanded by 
the State Highway Commission . . . planned 
recreational facilities under the direction of the 
Department of Game, Fish and Parks . . these 
are but a few of the many advantages that ag- 
gressive manufacturers and distributors are 
considering in their plans for expansion or de- 
centralization. 

In the friendly state of South Dakota, ap- 
proximately eight hundred million dollars will 
be spent in the next ten years in the Missouri 
River Plan to further improve one of the rich- 
est agricultural states in the nation! 


“Your farm page is doing a good job for us.” 


“We have 


Ive bunch 
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have for Sale each day or 
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each ad for thoes one 

pee pe often we have to ‘can 

os _it after the first da , 

aoe the item advertic. 
4s already been sold.” 
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¢ The South Dakota Dailies Comprise Six 
Locally Managed and Locally Edited News- 
papers Serving the Six Primary Markets of 


South Dakota. . 


. both Rural and Urban. 
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Moorman Names Langen A. M. 


C. S. Langen has been appointed 
advertising manager of Moorman 
Mfg. Co., Quincy, Ill. He has been 
with the company for several 
years. 


Melrose Names Monasch A. M. 


Stanley B. Monasch has been 
named advertising manager of 
Melrose & Co., New York, distri- 
oo of the Melrose line of whis- 

ies. 


EXPORT @ 3 


TRADE & SHIPPER 
Circulates in the U.S. A. 
lt is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


Starts Year-Long 
Ad Campaign for 
Lorraine Car Lights 


Cuicaco—Appleton Electric Co., 
one of the pioneers in development 
of automotive spot-lighting, has 
launched a year-long campaign for 
its Lorraine driving lights, using 
national magazines, business pa- 
pers and intensive merchandising 
promotion. 

The campaign, leading off with a 
full-color page in the Dec. 4 Satur- 
day Evening Post, will be carried 
to the car owner field in 1949 via 
outdoor, farm publications and 
magazines. Dealers are urged to 
tie in with newspaper copy, and 
are offered posters, displays and 
mailing enclosures for their cus- 
tomers. 

Prospects are told in the Post 
page that the sealed beam spot- 
light in the Lorraine “casts a con- 
centrated glareless ray over a 
range of half a mile” and provides 
a margin of night-driving safety 
that is four times the length of the 


headlight beam. A card suggests: 
“Dress up his car for Christmas.” 

The new drive is the company’s 
first all-out postwar promotional 
effort, and is timed to coincide 
with its return to full-scale pro- 
duction of the Lorraine lights. 

Aubrey, Moore & Wallace han- 
dles the account. 


Weatherhead Names Hilton 


Weatherhead Co., Cleveland, 
maker of essential parts for key 
industries, has appointed Peter 
Hilton, Inc., New York, to handle 
national institutional and industrial 
advertising, effective Jan. 1. The 
company, for the first time in sev- 
eral years, is planning an institu- 
tional campaign in national maga- 
zines in 1949 in addition to color 
pages in business papers covering 
the automotive jobbing, refrigera- 
tion and liquified petroleum gas 
fields. 


Cornelius Named V. P. 


Robert S. Cornelius, publicity 
director of Sattler’s Department 
Store, Buffalo, has been promoted 
to vice-president in charge of pub- 
licity. 


WASHINGTON— Despite the 
crowds that jammed metropolitan 
shopping centers right after 
Thanksgiving, department store 
sales for the week ended Nov. 27 
again fell below sales for the same 
week last year, this time by 5%. 

For five successive weeks, be- 
ginning with the week ended Oct. 
30, dollar sales volume in retail 
stores has been below that of 1947. 
There are indications, however, 
that the decline may be stabilized 
at a level less than 8% below last 
year’s record volume, although 
evidence of such a trend is still 
sketchy. 

Sales in East Coast cities and in 
the Southwest improved somewhat 
after precipitous declines in mid- 
November. None of the districts 
reporting to the Federal Reserve 
Board listed gains over the corres- 
ponding week of 1947, but the 


One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your job. 


f eens IS A curious 


What's so glamorous 
about 
advertising ? 


belief in some quarters that 


advertising lives in a glamorous and almost occult 
world of its own, quite insulated against the cold science 


of the production line. 


That, of course, is pure Hollywood. 


Advertising today (in the business press, at least) 
is about as glamorous as a drop forge, and twice 
as efficient. It can become just as important to your 
profit-and-loss picture as plant maintenance, safety 
engineering, production techniques or cost-accounting. 
Maybe even a little more so. 


Because the biggest plant capacity, and the best 


production know-how, 


can’t create a single dollar of 


profit—not until something is sold. And selling, in our 
economy, is a mass production job! 


Advertising simply provides the necessary machinery. 
It is the application of assembly line methods to the 


manufacture of a sale. For sales don’t just “happen.” 
Like any other commodity, they require a series of 
processing operations. Usually, it takes five: 


1. Seeking out prospects 


2. Arousing their interest 


3. Creating a preference for your product 
4. Making a specific proposal 


5. Closing the order 


By mechanizing the first three of these operations, 
advertising enables your salesmen to concentrate on 
the two jobs which they alone can do, and do best. And 
nowhere does the machinery of advertising work more 
efficiently than in the business press, where it reaches 
the greatest number of interested prospects, at the low- 


est possible cost. 


Maybe —to the man who appreciates machinery — 
advertising is a pretty glamorous business, at that! 


ADVERTISING AGE 


is a member of The Associated Business Papers, who have just 
7 aT a book entitled, “Copy that Clicks — with readers.” 
ext time you see your advertising manager, ask him to show 


it to you. And if you'd like a copy of your own, we'll be glad 


to mail you one, 


Federal Reserve Figures on Department Store Sales 


A 
se ey 


Richmond district recorded sal« 
volume equal to that of last yea: 

Largest decline of any Feder: | 
Reserve district was that of the 
West Coast cities in the San Fran- 
cisco district, off 10%. Los Angeles 


DEPARTMENT STORE 


1935.39 EQUALS 100 


Week to Nov. 27, °48*.p347 |) 
Week to Nov. 20, ’48*. .371 
Week to Noy. 29, °47*. .369 
Week to Nov. 22, ’47*. .394 
Mo. of October, ’48*..p327 } 
Mo. of October, ’47*. . .300 


pPreliminary. 
*Not adjusted seasonally. 


ocean ener onc 


reported a 15% drop, largest of 
any city in the tabulation. Second 
biggest decline among the cities 
was a minus 14% reported by 
Miami, which reported a_ sales 
gain of 4% during the preceding 
week. 

Buffalo, Pittsburgh, Washington 
and Wichita were the only cities 
reporting gains on the year-to- 
year comparison for the week of 
Nov. 27. 

% cyeewe From 1947 


Mo. Mo. Wk. 
Federal Reserve Jan.- of Nov. 
District and City Sept. Oct. 27 
UNITED STATES ...... 8 7 —65 
Boston District .......... 3 7 —4 
New Haven .......... 3 6 —5 
NE rer 3 7 —4 
ET ovebeuees cee 8 10 —l 
RCRA Pe 2 10 —6 
New York District....... 6 ll —6 
EE ik é 6a aw bbe mee.s 5 3; —7 
DE ce kanvqades es bee 11 10 2 
I On <aneees #600 5 56 —7 
ED i ile oar Boe c'9 0 11 19 —4 
SE «det civéde eda 5 12 7 
Philadelphia District ..... 11 11 —3 
Philadelphia .......... 9 7 —3 
Cleveland District ...... 10 12 —2 
ME dhe don asdede scx x 1l —7 
EE “Sve s-ecgn 04d x 10 —5 
SE) dasesgdeenns 9 13 --4 
PD - .06 cewde eenecs 13 14 -—2 
EE en daha via woe ene 10 17 — 1 
0 SAP 9 10 2 
Richmond District ....... 7 10 0 
MES oct cunceche 5 10 4 
Pe. cossneeecee’ 3 9 —2 
Atlanta District ......... 10 $ —T7 
Birmingham .......... 14 13 --7 
Dt. UGiceswenedtevane 7 7 14 
DD <¢otvtehine eee t 8 14 --& 
New Orleans .......... 14 x -4 
EE i san gtd ads fal 7 —7 
Chicago District ......... » 7 -5 
SE cudisessvsvecees 6 7 —-5 
Indianapolis .......... 5 8s —7 
tt Ase oniané oaeeee 9 x —T 
inchs 50 ee wath 12 10 —4 
St. Louis District........ 10 7 6 
FS Reerre e 11 7 —3 
DD. ss 6566 6ae-0 66.6 12 9 —9 
is DE bbe iGeesseees 9 6 —6 
EE va resanvwiater 7 6 —10 
Minneapolis District .... 7 i) ad 
Minneapolis .......... x ® ® 
“ are rere. 4 5 ° 
Duluth-Superior ....... 12 20 s 
Kansas City District .... 7 56 —4 
OP suv kedecterecean 4 6 —7 
i. Perry 10 9 1 
Ee er 9 1 —7 
ee Ree 0 —5 —3 
Oklahoma City ........ 10 1 —10 
| RS ae 17 10 —2 
Dallas District .......... 12 4 —6 
PT tk ac cakes «emheee 6 oo —4 
Fort Worth .......6+0% 10 1 - 7 
PE vcxedes coeke sy 29 10 —7 
San Antonio .......... 10 1 ~ 6 
San Francisco District .. 8 —4 r—10 
Los Angeles Area .... 1 —7 —15 
SE ceviaretedeces 9 o —9 
San Francisco ........ 5 0 —6 
err Te 10 ~-1 — 2 
ES Ree 3 1 —5 
DEE . Geveonetsareuns 4 2 6 
r—Revised. 


* Data not available. 


APRA Names Paulson 


Nathan J. Paulson, Washington 
counsel to the Investors League of 
America and former assistant cor- 
poration counsel for the City of 
New York, has been named chair- 
man of the board of directors and 
Washington counsel of American 
Public Relations Associates, Inc., 
New York. 


Breese Appoints Williams 


Dr. Clyde G. Williams, formerly 
sales manager for a subsidiary of 
Sterling Drug Co. and director of 
professional relations of Whitehall 
Pharmacal Co., has been appointed 
director of pharmaceutical mer- 
chandising and account executive 
L, Murray Breese Associates, New 

ork. 
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Bumberg Agency Moves 

Jay Gabriel Bumberg, Adver- 
tising, has moved to larger quarters 
at 8 E. 48th St., New York 17. The 
agency, formed last April, special- 
izes in stationery and automotive 
accesscry fields. 


PR Institute Formed 

Public Relations Institute of the 
West, business counseling organi- 
zation, has opened offices in San 
Francisco and Los Angeles. Princi- 
pals are Rex F. Harlow, Ben L. 
Wells and Brooks Darlington. 


Springfield Woolen to Roush 

Springfield Woolen Mills Co., 
Springfield, Tenn., has named L. 
W. Roush Co., Louisville and Nash- 
ville, to handle its advertising. 
Trade publications, magazines and 
direct mail will be used. 
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How Hollywood Fits 
into Video Picture 
Told by ‘Reporter’ 


HoLLywoop—tTelevision has not 
discernibly affected motion picture 
patronage; television will require 
a great improvement in the qual- 
ity of its entertainment to meet the 
competition of movies for family 
preference; the motion picture in- 
dustry is the source to which tele- 
vision must turn for reasons of 
economy and perfection of perfor- 
mance. 

These are conclusions reached by 
the Hollywood Reporter after a 
five-month study of the place of 
motion pictures in television. The 
study has been published in a 28- 
page booklet, “Television—And 
What the Motion Picture Industry 
Is Thinking and Doing about It.” 

The study follows the pattern 
of four previous fact booklets 
which the Reporter has published 
about the moving picture industry. 
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...and this is the MARTIN-PARRY CORPORATION 


Manufacturers of Metlwal Steel Partitions and Paneling and 
Rexair Cleaners and Conditioners 


Meariin-Parry, whose corporate history goes back 
to 1879, though a relative newcomer to Toledo has 
already taken an important place among the varied in- 
dustrial companies—now 644 in all—which contribute so 


vitally to Toledo’s stable and steadily grow- 
ing manufacturing income. Martin-Parry has 
a fine, thoroughly modern plant, and today 
employs 1000 workers. Its products, Metlwal 
movable steel partitions and paneling for all 
interiors, and Rexair, the appliance which 
does many household cleaning jobs besides 
humidifying and purifying the air in the 
home, have won national acceptance. 


...and this is the 
TOLEDO BLADE 


The Blade is proud to record the city’s industrial progress...and proud 
also not only of its growth in things material, but of its awakened interest 
in matters having to do with general community welfare. As one of 
Toledo’s oldest citizens, if not indeed the very oldest, The Blade is 
peculiarly aware of its own responsibility to make a constructive contribu- 
tion to the common good . . . a responsibility it endeavors to discharge by 
editing a newspaper for all the people and by lending full support to 
activities in the public interest. 


No. 75 in a Series 


TOLEDO BLADE 


One of America’s Great Newspapers 
—in One of America’s Great Cities 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INCU 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Above—A Metlwal 
installation,’ 


Below—A Rexair 
Cleaner and Air 
Conditioner — 
over 1,000,000 
already produced. 


Advertising Age, December 13, 1948 


Contained in it are statements fre » 
all major studio heads, radio ne - 
work, advertising, and spons. 
principals. Also included is a li ; 
of studio personnel concerned wi) 
television activities. 


s In the table of contents there 
an up-to-date compilation of con - 
panies, both in Hollywood and 
elsewhere, that have announced 
film service for television. Show n 
are the address, telephone numbe;,, 
contact personnel, and a brief dv- 
scription of the service availab!e 
The companies number 262. 

The Reporter also conclude 
“With its abundant talent and 
proven techniques, Hollywood ol- 
viously will be the center of telv- 
vision film production, This has 
also been demonstrated by the 
new medium’s consumption of old 
motion pictures and by interest 
in TV films now being made. Ho!- 
lywood’s video activities, con- 
sequently, are of growing signifi- 
cance.” 

A general unanimity of belief 
that television will devote a mini- 
mum of 50% of programming to 
films is found in the statements of 
industry spokesmen. Based on this 
conception, it is estimated that 
close to 300 hours of film will be 
required by the industry every 
week. This is approximately four 
times the present Hollywood pro- 
duction rate. 


Station WMCT Makes 
Debut in Memphis 


Mempuis—Tennessee’s first tele- 
vision station made its debut Dec. 
11 when the Memphis Commercial 
Appeal Station WMCT went on the 
air. Kickoff telecast started with a 
film tour of the station’s facilities, 
conducted by E. C. Frase Jr., chief 
engineer. 

Video viewers got a look at Santa 
Claus, then heard and saw a vari- 
ety show featuring hillbilly per- 
formers, a movie on hunting and 
fishing, an interview show on the 
Mid-South, a newsreel, and a mys- 
tery theater drama. 

The station, which has signed 
with NBC, CBS and DuMont, will 
operate six nights weekly from 
7 to 10 p.m., with Thursdays off 
It has RCA equipment and a 750’ 
antenna. 


Gets Poultry Group Account 


Conley, Baltzer, Pettlar & Stew- 
ard, San Francisco, has _ been 
named to direct the advertising of 
the Washington State Poultry Im- 
provement Association, effective 
Jan. 1. 


Williams Opens PR Office 


Will Williams Jr., a former di- 
rector of public relations of the 
San Francisco Chamber of Com- 
merce, has opened his own public 
relations office at 300 Montgom- 
ery St. 


Swank Advances Gifford 


Chester Gifford, assistant to 
Maurice L. Heller, vice-president 
in charge of sales of Swank, Inc., 
Attleboro, Mass., has been ap- 
pointed general sales manager. 
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Judson: That's right, sir! The Santa Fe 
told me! 

Chairman: But what of it? 
Where’s the continuity to 
build up a big month-in-and- 
month-out demand for our dealers? 


Judson: Why, sir, it ought to stimulate trade, don’t 
you think— 


Chairman: Honestly, Judson, I don’t know what 
goes on in your head! Don’t you know that you 
can tell our story to nearly 
2,000,000 REDBOOK fam- 
ilies every month in the year 
for what this fly-by-night 
sculpture cost us? Don’t you 
know that theseREDBOOK 
families have over SEVEN 
BILLION DOLLARS to spend, 
after taxes? Don’t you know 


that we can talk to them every month in the year in 
full pages for $52,800? 

What good is a one-time shot compared to that? 
Why do you suppose people like Lucky Strike, Lister- 
ine, Studebaker, Procter & Gamble and Bristol-Myers 
use REDBOOK? Because the nearly 2,000,000 
young families BUY the things they see advertised 
in REDBOOK. 

I'll go down the Bright Angel trail with you, but 
by gad, when we get back I want to send an order to 
REDBOOK. I’mall for getting our story before these 
people who have a record of buying REDBOOK 
advertised products regularly! 


REDBOOK © 


McCall Corporation ¢ 444 Madison Avenue, New York 22, N. Y. 
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Dairy Group Plans 
Stepped-Up Butter 


Promotion Drive 


Mapison, Wis.—Concerned by 
the inroads that margarine is mak- 
ing in the nation’s butter market, 
the national executive and advisory 
committees of the American Dairy 
Association, at a meeting here, 
agreed to readjust ADA’s adver- 
tising and promotion budget to 
place greater emphasis on butter. 

Sparked by a comparison of the 
annual margarine advertising ex- 
penditures ($5,800,000 with the rel- 
atively slim butter promotion bud- 
get $350,000), which ADA’s Owen 
Richards presented, the commit- 
tees approved a new newspaper 
campaign to begin in January. 

Mr. Richards, general manager 
of the dairy association, told dele- 
gates: “As goes butter, so goes the 
dairy industry.” Pointing to the 
losses recently sustained by butter 


Reach this Market of 


‘HUNGRY’ 
MILLIONS 


2 Eager to Buy 
YOUR BRANDS! 


; 


Push up sales in the huge NAS- 
Land market, where you now have 
product distribution. Provide 
point-of-sale power by backing 
your local dealer with advertising 
in the local paper... the only one 
read intensively by his customers. 
You'll get better dealer relations 

.. better display for your mer- 
chandise. Test for yourself the 
proved sales-stimulating value of 


HOMETOWN NEWSPAPER | 
advertising...increase yourdealer’s | 
sales and get your brands on top! 


ts Easy as WAS./ 


Use 5 or 5000 of these smaller 
.circulation-tailored 


newspapers. . 
to fit your needs...the simple quick 
NAS way. Advertise your products 
in the ‘Home Papers’’ and make 
every publisher a sales represen- 
tative...every dealer a distributor! 
“Localize” for effective 
selling action and watch 
your distribution spread 
beyond present boundaries! 


Write today for details! 


NEWSPAPER 


ADVERTISING 
SERVICE, Inc. 


222 N. MICHIGAN « CHICAGO 1 


producers, he asserted that falling 
butter prices will undermine the 
entire dairy industry. 


s He called for dairymen to strip 
themselves “of outdated business 
customs,” and establish a new mar- 
keting system for butter. The dairy 
industry, he said, “must eliminate 
penalties of inexplicable price fluc- 
tuations and provide a pricing sys- 
tém keyed to the costs of produc- 
tion, promotion and distribution, 
plus a profit.” (Butter prices at 
present, of course, are established 


on commodity exchanges.) 


Committee members agreed that | 
ADA’s new stand with regard to| 


margarine regulations will be to 
support repeal of margarine taxes, 
but they indicated that ADA will 
concentrate its heaviest fire against 
any legislation which would per- 
mit margarine manufacturers to 
use yellow coloring in their pro- 
duct. 

The newspaper campaign, set to 
break in key metropolitan markets 
in January, is expected to play up 
the color argument, and will be 
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supported by intensified tie-in 
publicity and advertising promo- 
tions sponsored by local creamer- 
ies. 

Campbell-Mithun, Chicago, han- 
dles the ADA account. 


Conover-Mast Adds Two 


Webster A. Young, formerly with 
Sherburne-Warren Corp., and Wil- 
liam G. Maass, formerly with 
Moreland, Amick & Black, Los 
Angeles public relations counsellor, 
have joined Conover-Mast Pur- 


chasing Directory, as advertising 


| representatives in New York St: te 
and State of Connecticut, respx c. 
tively. 


"Wood Products’ Joins ABP 

Wood Products, published \,y 
Lumber Buyers’ Publishing C)_ 
Chicago, has become a member >f 
Associated Business Papers. T) is 
makes a total of 137 business p.- 
pers in the group. 


McGibbon Heads Sales 

David F. McGibbon has been ap- 
pointed sales manager of Industria] 
Adhesives Ltd., Toronto. 


\ ‘« up TO Don Lee on the Pacific Coast and you'll 


find out there is a Santa Claus. Only Don Lee delivers a double packful of 
listeners—both the “inside” and “outside” audiences, because only Don Lee has 
a station within every buying market on the Pacific Coast. 

Mountains up to 15,000 feet high surround nearly every market on the Pacific 
Coast and make reliable long-range broadcasting impossible. It takes a lot of local 
network stations for all the people to hear your show, and only Don Lee has enough 
of them. In addition to having a station in every city where the other three Pacific 


LEWIS ALLEN WEISS, President WILLET H. BROWN, Exec. Vice-Pres. 


* WARD D. INGRIM, Director of Advertising 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 


Of the 45 Major Pacific Coast Cities 


ONLY 10 3 

have stations have Don Lee 
of all 4 and 2 other 
networks network stations 


AUT A 


7 25 
have Don Lee have Don Lee 
and 1 other and NO other 


network station 
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Yazor Firm Goes to Canada 


American Safety Razor Corp., 
jrooklyn, has formed a Canadian 
company, American Safety Razor 
Co. of Canada Ltd., with headquar- 
‘ers in Montreal. Lewis K. David- 
on is vice-president and general 
nanager. 


Pryor Heads Promotion 


Louis L. Pryor has been ap- 
pointed head of the promotion de- 
yartment of the Chicago Daily 


Greene Joins Agency 


Robert L. Greene has joined 
Luckoff, Wayburn & Frankel, De- 
troit, in a creative and contact ca- 
pacity and as a member of the 
plans board. He was formerly as- 
sistant advertising manager of the 
Detroit Edison Co. and sales man- 
ager of Pictorial Studios. 


Enders Agency Moves 


The Philadelphia office of Rob- 
ert J. Enders Advertising Co. has 


Vews. He has been a writer in the! been moved to larger quarters at 


lepartment since 1937. 


1420 Walnut St. 


Secret Panel Will 
Pick Hall of Fame 
Admen Each Year 


New YorK—Advertising execu- 
tives whose wisdom and experi- 
ence in the industry measures up 
to most qualifications for the Ad- 
vertising Hall of Fame will be un- 
happy to know there’s only one 
catch. Candidates must have been 
deceased at least two years. 

Elections to the Hall will be an- 


nounced at the Advertising Feder- 
ation of America’s annual conven- 
tion each year. Nomination of can- 
didates may be made by any ad- 
vertising club, any advertising 
association or group or by any 
firm or individual anywhere in 
the United States. 

Selection will be made by a 
secret council of judges, selected 
by the president of the AFA. Colo- 
nel Gilbert T. Hodges, chairman 
of the executive committee of the 
New York Sun, headed a national 
committee that drew up the rules. 


market than all other Pacific Coast networks combined. 


pane 


Coast networks have one, Don Lee has 32 stations to cover the remaining 115 
“outside” counties...twice as many stations as all other networks combined. 
These 115 Don Lee-dominated counties are a fine present for any advertiser. 
They contain 4,427,600 people and 1,280,009 radio families, spend $4,013,687,000 
a year in retail sales and enjoy a buying income of $5,575,847,000 annually. 
Buy Don Lee in ’49 and get coverage facilities of the “inside” market equal to 
those of any other network, plus 100% more coverage facilities for the “outside” 


The Nation’s Greatest Regional Network 


: a 


BROADCASTING SYSTEM 


There will be 52 spaces in the 
Hall of Fame to be filled by the 
year 2,000. Not more than ten per- 
sons shall be elected in 1949 and 
not more than two in any later 
year. Those selected will be 
honored with a place in the per- 
manent Hall of Fame, located in 
the Advertising Club of New York. 


Taylor Appoints Lingle 

Thomas J. Lingle, who has oper- 
ated his own valve and fittings 
business in Alhambra, Cal., has 
been named western division man- 
ager in charge of manufacturing 
operations at the new Fontana, 
Cal., plant of Taylor Forge & Pipe 
Works, Chicago. He also will di- 
rect West Coast sales. 


Hotchkiss to von Zehle 

| E. H. Hotchkiss Co., Norwalk, 
onn., manufacturer of stapling 
nd tacking equipment, has ap- 
inted William von Zehle & Co., 
ew York, to handle its advertis- 


jng. Van Lear Woodward Jr., vice- 


resident of the agency, will handle 
he account. 


if you 
advertise 


to business 


, 
es 


JOURNAL 


should HEAD 
your list! 


BECAUSE... 

The Wall Street Journal is 
the only national business 
daily... read by decision- 
makers throughout all busi- 
ness cnd industry...coast to 


coast. Ask for the evidence. 


The only National Business Daily 
44 Broad St., New York 4, N.Y. 


a — See en ies eee ya aS ie Wo os cee oe ae — a ee ee ee: a Te ee a eee ee ee oe eee ee a ees Steere Ett, eee ee oases fe tet i. or hia i ‘i 
ren Sgr irs 2 Bi Om eee ee 2 PRS if eee Te es is | Oo ER eee a ee Puke ce [more UE he el ne eae, a ee rs 
~ en + Bis iat ao Go aye a js = 2 ‘a a ss . ere iad ™ . it tak ” ‘ , e at eo = —_ i Z ae ai : Aaa” ce ee = im, om i soa — E a a 3 oe vee 4 a ae ees ee am re “ . ge _ ‘ 
; : : , ' 
: 
13, 1043 es 33 
rk St: S| | | 
, Tespec- 
| - 
ABP > 
shed y 
ing C), 
ember >f 
rs. This i 
ness pi- 
pr a ee | 
! Pe Po 
ee a 
; ' 
See LLL LLL LLL LLL LL LL LD 
! i 
| po | 
i a be - 
yee a | i Per oa “ ‘ 
e+. te re ae See =e a 
ll, 5 : eae? as, Bi i 
eZ + B ‘ ee ee ts ' 
» 7 Ey = 4 * A ae 5 4 iia ei ee " rs 4 7 *.% 
oh a 2 z : = @ 2 ul a Re i pie : al ie re Ae ; . 
a ea fo ies ‘j 
if . of awe te * 2 v3. vie . amd e ee M . 
- : ‘ a ; ie eo! ee a? oP a eee ’ 
ye PO Oe ee Hs ee ECE. “gf are, ? | 
ve 4 a> ee on gine ah 
. of x ae ei a6 eee 
7 at th ge’ hae - By eae i ; . a oes re 5 . 
oe. ae 4 i ej a. ; >? ’ 4 ~ ae _ ts Siar * 1 
Dili! eb by a. 0 0| lk ine MN a ) 
. ae ‘Ye ’ , 3 eer = fe es ele a 
> mes * 4 : - ‘ ‘iste Rate 
c of © We : P a. ; * et ieee 
7 . - > yeaa -_ igen a me 7 a 
4 Py Agr &, : f/ > ol Fo” 4a i es : 
* , a i 
t ad . s ; ; : ss . 
Ss - e $ . = 4 ~~ s ; = 2 ‘x —= sei \ ee ya : cee a -: eo 
: M Pa ce 1 2 at : ‘  -h wae ee 
‘ ~ “ “i pee ee Ta ‘ ie a Bey ee é SAREE x Seay Beer Sgt 
> 74 egg! Te genene ages ‘ ' a a A ates eis 
wage = “ee gine er lueee 6 Seen ee Pins LS oa io - 
™ > -Aitr * -_ Bg a ri pe : See. o  okee  ee E EN od STREET 
; ger wee Oe eee | ee al BS ; on im 
a i aes Sa Bee ee eee ee aii. oe 
| | ia, na ee Te ee 
‘ Gj a ar ene, oat ie * _— ees pi oe ee ae fy 5 ae: Seat’ ae a i 
4 i Jha cea cn a See ee ¢ Ne Sk oO) a. 
~- ae i. ee he eR BS | i oh L ! 
ee ea a eee: iar ame 
we a ey Bes Se TO ss See AS: ae COO es See a sega Ae age 
er eee ee a ea a tt | ae (oi ae Bre Suis a a cae Wem, j | ee Os 
- rao iB. Cee go EC on, 2 ee la is ae a? ee. . Bos. Agee gee 
el song ntti eS “a 
: : ee ‘ : We eo oa PRY Sa nhs 5). Gee | ee rs Saket: FE cage ah ici cae 
=. yi2~e apis Vie Ba ee. ee See Sen re Se Fe t A ae . as j 1S 2 eee ’ 
. jet . Rte tee + vg Plat at ato 2 tien OE ee ee >. ee el oh game Sig 
oa ee eX: as hal Baan - 4 ‘ ales A es ae Spe ie ee "tan uel iat ie a if : | 
ve. # eS OP a ; sia "4 cpr ae . 2 aa ‘ a x , ; a sane 
-_ oe te a | ; o Ne: a oa tah one ; eer Se ole —— ae : i - aN F z a. : d ee aes 
4 eae | ae * eS § aed el es . : ee % | ees 
P 4 “, By, 3 os ae Bt aa con RE et ak pa om bot on -s ote +, % eee i As & 2: eae 
, if ; ‘ee ve i a” Salt i la voor Etec: 2 ae ’ 
ZF NEL —— oF Mach | 
ee 
ae eagle Saas 3! =p 
i Ms a rahe: s Ws wc tas 
oe ee Li Hid aa” rare les 
ey Dee Ota ga 
. 4. i See 
~~. - es ye eee ms ‘ . , -_ ; 
. Rat, Soe are . 
r 4 eee aime > > +2... 
va ate oN 7 —_ . A th io ‘ re, “3 am: ; : - R any “> : $ P i. 
«Base ia ; ° : e : ae eae 4 eo ee 73 a ‘ . d ‘ 4, V : 4 3 ; } Aig 
“ cis fee fessen . ed > es io oe ee 5 . - sg a: ba” = a y 3 a ‘ 
a a ‘ eee 7 a * i Pratn i Sa eg : * e z 
in ES ES \ a ~ ay Tees - _ os , . 
ee sti a , i es eS ae een TF cae ee ad 
en o = . 
i 
EEN AD Pees ei eR aie cnngr SOT UN eae tegen ORR rena Mba OR URS DONA. tar kit # Tle ae ere oa Be Se Care uit OR: 3 Ee ean gles te sabioetens Andes Pre 5g By poe ye is Pree. 


’ 
; 
| 
| 


34 


15 California Dress 
Firms Will Tie in 
with ‘Little Women’ 


Los ANGELES—Fifteen California 
manufacturers and Cohama Fab- 
rics have signed with Metro-Gold- 
wyn-Mayer Pictures for a fashion 
and fabric promotion tie-up with 
the studio’s “Little Women,” to be 
released in February, 1949. All the 
manufacturers are members of 
California Apparel Creators, and 
have added non-competitive “Lit- 
tle Women” garments to their line. 

Participating manufacturers will 
show the lines at the January mar- 
ket show here, following up with a 
consumer campaign when the gar- 
ments appear in stores. Promo- 
tional material from Cohama, 
M-G-M and the California Apparel 
Creators will be available to stores 
carrying the promotion. 

Although timeliness will be 
sought, the campaign is designed 
for long-term use. Manufacturers 
taking part include Mildred’s; 
Little & Martin; Georgia Kay; Saba 
of California; Chic Lingerie Co.; 
Sir James; Westward Ho Sports- 
wear; Louella Ballerino; F. B. Hor- 
gan; Mary Cheely; Lanz of Cali- 
fornia, Inc.; Hollywood Premiere 
Sportswear; Sergee of California; 
Preview Sportswear, and Joyce, 
Inc. 

An intensive publicity campaign 
is also planned. Featured will be 
sketches of Walter Plunkett cos- 
tume designs used in the picture. 


Lockheed to Spend $100,000 
in Trade Publications 


Lockheed Aircraft Corp., Bur- 
bank, Cal., will spend approxi- 
mately $100,000 in aviation and 
service publications during 1949. 
About half the campaign will be 
devoted to advertising of the Con- 
stellation, the company’s commer- 
cial plane, with the remainder fea- 
turing navy plane _ production. 
Plans for a campaign directed to 
the public are now being worked 
out. The agency is Foote, Cone & 
Belding, Los Angeles. 


Will Triple Video Nets 
by 1950: Illinois Bell 


By the end of 1950, according to 
Illinois Bell Telephone Co., the 
3,400 miles of television network 
facilities will have been tripled, 
adding 21 more cities to the 13 
now served by coaxial cables. 

The new networks, stretching 
from the Atlantic to the Mississippi 
River, will include five channels, 
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$37,275,000 
BUYS A LOT OF OIL 


Yet that’s how much oil the Motor- 
Freight Carriers bought in 1947. 
Did you get your share of it? The 
chances are you didn’t—unless you 


advertised in TRANSPORT Topics. 


Nine out of every ten Motor-Freight 
Carriers read this publication. Three 
out of every four say they couldn't 
operate without it. TRANSPORT 
Topics is the only ABC paper 
devoted to trucking. 16,000 paid 
weekly circulation; 45,000 Third- 
Monday distribution. 


Eransport Topics 


The Notional Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


between Boston and New York; 
New York and Washington; Phila- 
delphia and Cleveland; Detroit and 
Toledo, and Chicago and Cleveland. 


Appoints Waterston Agency 
New York Scientific Supply Co., 
New York, distributor of scientific 
supplies, has placed its advertising 
with Waterston Co., New York. 


Now Lynnes Publishing Co. 

Baby Chick Co., Chicago, pub- 
lisher of Poultry Supply Dealer, 
has changed its name to Lynnes 
Publishing Co. 


Poor Richard Club 
Dedicates Franklin 
Historical Room 


PHILADELPHIA—The Poor Rich- 
ard Club here has dedicated a new 
Franklin Room at the club house. 

Ceremonies opening the room, 
attended by several hundred ad- 
vertising men and industry repre- 
sentatives, were presided over by 
Arthur Bloch, vice-president of 
N. Snellenburg & Co. and co-chair- 
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man of Poor Richard’s historical 
and library committee. Phil Klein, 
of the advertising agency bearing 
his name, is also co-chairman of 
the committee. 

The Franklin Room was dedi- 
cated as a permanent museum and 
repository of all historical data 
and other items pertaining to Ben 
Franklin. The collection includes 
rare imprints by Franklin, original 
copies of the “Poor Richard Al- 
manac,” statues, plaques, rare 
prints, and other relics. 


To Canadian Breweries 
Arthur W. House has joined ° 4¢ 
sales promotion department > 
Canadian Breweries Ltd., Toron o. 
as assistant to C. W. Hale, sa » 


'promotion manager. Mr. House w is; 


editor of Food in Canada, Toron ». 
for several years. 


Budd Names Bourne Agency 

Bourne Associates, Inc., Niw 
York, has been appointed to hanx |e 
the advertising of Budd Ltd., New 
York, haberdasher and shirt mak «r 
— and newspapers will be 
used. 
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developed to keep editors on their toes. And it’s 
one of the best ways we know to evaluate the 


Advertising Age, December 13, 1948 


Appoints Lester Welff 

-Lester L. Wolff, president of 
Lester L. Wolff Advertising Corp., 
New York, has been appointed 
director of trade and public re- 
lations of the New York State 
Pharmaceutical Association. Fred- 
erick Roselius, vice-president of 
the Wolff agency, with Mr. Wolff, 
will service the association. 


Linen Guild to Stanfield 

Harcld F. Stanfield Ltd., Toronto 
office, has been appointed to di- 
rect Canadian advertising of the 
Irish Linen Guild, Belfast, Ireland. 


Hotel Appoints Morton 

William Morton, for the past 
eight years publicity director of 
RKO Albee Theater, Providence, 
R. I., has been appointed director 
of advertising and publicity of 
Sheraton-Biltmore Hotel, Provi- 
dence. 


Motorola Names Coombs 


Charles H. Coombs, formerly 
sales manager in the eastern di- 
vision of Radio Corporation of 
America, has been named New 
York district manager of Motorola, 
Inc., Chicago. 


Dr. Geer Gets Title 
to Video Color Tube 


Los ANGELES—Color television 
may soon be possible as the result 
of an award of priority of inven- 
tion rights on a new multi-color 
receiving tube to Dr. Willard 
Geer, professor of physics at the 
University of Southern California. 
The granting of patents is ex- 
pected soon. 

The multi-color receiving tube 
has an inner face that is composed 


+ 


of tiny pyramidal prisms which 
are bombarded by three electronic 
guns. Each of the electronic beams 
catches one of the primary colors. 
The prisms, arranged row on row, 
take the place of the single phos- 
phor which glows in the present 
black-and-white television tubes. 

The image received is dependent 
upon use of a three-way television 
camera. Such a camera has been 
developed by Columbia Broad- 
casting System. 

According to Dr. Geer, the new 
compact tube eliminates previous 


an doesn’t want to read your magazine, 
there’s not much you can do about it. 
But there’s a good way to tell whether 


or not he wants to. It’s to find out if he 


will put his cash on the line for the privilege. 


When a reader pays money for a magazine, 


editorial quality and readership of a magazine. 


he tells you he expects to read it. To make sure 


Readers of McGraw-Hill publications are 


anxious enough to keep themselves posted on 
what’s new and important in their businesses to 
spend their money to find out. If they lose 
interest, they don’t renew their 


subscriptions. It’s one of the best ways ever 


Are you familiar with McGraw-Hill’s many services? The ‘‘Finger-Tip” booklet descri 
our space checking facilities and services. ‘It’s Time to Re-measure Your Markets,” f 
example, presents data demonstrating the extent of recent growth in business activ 
Your McGraw-Hill man would like to give you copies. Or if you prefer, ask us di 


your advertising gets singled out for careful 


want. Your McGraw-Hill man can show you 


reading, put it in publications people say they 


that your advertising will work harder in a paid 
circulation magazine. Ask him for the facts. 


a U —$ S 


McGRAW-HILL PUBLICATIONS 


330 


WeEST 
Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 


2a GIST, 


NEW 


YOaRe 8, &@. FT. 


zines and newspapers 
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objections to color television 
based on the extreme size of the 
tube necessary to receive color 
telecasts. The tube can be used in 
the manufacture of new sets, or 
installed on present sets by use of 
a small converter. 

The tube is not now being manu- 
factured, although Dr. Geer told 
AA that he understands Allen B. 
DuMont Laboratories has made a 
similar tube and has found it satis- 
factory in experiments. 


Microtone Appoints Lewis 


Microtone Co., Minneapolis, 
manufacturer of Microtone hear- 
ing aids, has placed its advertis- 
ing with Addison Lewis & Assoc- 
iates, Minneapolis. National maga- 
will be 
used. 


Appoints Kameny Associates 


Security Fur Seal Co., New York, 
has appointed Seymour Kameny 
Associates, New York, to handle 


advertising for its three divisions: 
Security Seal Co., Security Rem- 
edies Co. and Security Mfg. Co. 


Sales Managers! 


have you appraised 
Columbus and 
central Ohio 
lately ? 


Are you using out-of-date surveys 
— overlooking new sales oppor- 
tunities in central Ohio? Then, it's 
time to take another look. 


Central Ohio, with Columbus its 
hub, is growing rapidly and 
soundly — more people, more in- 
come, heavier spending. And, The 
Dispatch, alone, is all you need 
to blanket this greater market 
with your story. The Dispatch 
reaches 95% of all Greater Co- 
lumbus families daily — 99% on 
Sundays—and penetrates the 12- 
county Greater Columbus Retail 
Trading Zone as no other news- 
paper does. 

Our research staff is eager to 
help you re-appraise Columbus 
and central Ohio—one of the 
richest and liveliest regions in 
America. And, there's a copy of 
our big 1948 Consumer Analysis 
ready for you. Write our National 
Advertising Department. 


— UU 
COLUMBU 
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HELP WANTED 


discounts on multiple insertions 


HELP WANTED 


and : space 


POSITIONS WANTED 


BUSINESS WRITER WANTED. Mature 
man with background of metropolitan 
newspaper experience. Magazine editor- 
ial background desirable but not essential. 
To produce dignified publicity on national 
scale. Previous connection with some phase 
of business machine or office equipment 
industry would be advantageous. Appli- 
cant must be fluent and professional writer 
and thoroughly seasoned in quickly adapt- 
ing point of view to new objectives and 
be willing to learn semi-technical sub- 
ject matter. This is a good opportunity to 
affiliate with an important and interest- 
ing industry located in middle west. Send 
picture with concise personal data. Ad- 
dress: 

Box 9893, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Chicago Advertising Agency wants account 
executive. Must have minimum $50,000 
business. Unusually attractive proposition. 

Box 9897, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SEASON’S GREETINGS 
We wish you success and happiness 
in the New Year 
The following opportunities 
are now available: 

Account Exec. New business.......... $10,000 + 

Copywriter, Agency food exp... on 
Adv. Mgr. Home Furn. exp....... 
Centact Copy, M.O. agency exp 
Copy Chief, Agency Indus., exp 
Adv. Manager, Agri. feed exp 
Market Research Dir. Agency 
Space Sales, Newsp.Rep.exp... 
Adv. Mgr. Copy, layout prod 
Sales Prom., indus.............0000+ 
No obligation to regis 

Our fees are comparatively lower. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

185 N. Wabash Fr. 2-0115 Chicago 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 
ADVERTISING MIRRORS 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 7-2063, Chicago 
SALES MANAGER 
North Central manufacturer of a small 
item with a tremendous sales field wants 
young vigorous Sales Manager. Must be 
tops” Write full particulars and salary 

requirements to: 
Box 9899, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Select Current Openings 

Ageficy A/C Exec’s. (3)... $8-$14,000 
Agency Copywriter, techn. $6--$7, 

Advertising Mgr., foods...... 
Advtsg. Space Sales................... 
Asst. Editor, Home Ec. Degree............ $4, 
Also Artists, Layout Men, Illustrator 

‘ BUSINESS MEN’S 
209 8S. State, Chicago HArrison 7-7027 


POSITIONS WANTED 
ACE COPY-IDEA MAN 
Six years Agency creative exper. plus 
eight adtnl. yrs. all phases Advt. and 
Promo. Consumer, Industrial. Desires 
wider oppty. Age 33. 
Box 9898, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il? 
Publisher’s Representative-Midwest 
If your magazine needs energetic, intell- 
igent Midwest coverage by an exper- 
ienced (12 yrs. selling space) but young 
man who believes in working for a living, 
| write for interview. 
Box 9891, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Mr. Publisher! Has your industrial maga- 
‘ zine been different lately — a bit monot- 
onous and uncertain, perhaps? Editor 
with successful record is ready to give 
your paper the vitality and imagination 
necessary for favorable acceptance. Now 
employed. Midwest preferred. 

Box 9894, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. | 
NATIONAL ADVERTISING MANAGER 
or Advertising Director with 25 success- 
ful years in highly competitive major and 
minor fields, will move to any newspaper 
that is determined to take or hold leader- 
ship against aggressive competition. Re- 
cord and reasons unimpeachable. 

Box 9895, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CAN YOU 


PUT IT TO BED...MR. BUYER? 


Well established business paper, serving one of the nation’s 


major manufacturing industr 
consider selling substantial in 
past year of any paper in fi 


Box 722 


100 East O 


Stable arrangements with highly productive national field 
selling organization in addition to own. Nationwide edi- 
torial staff. Annual gross advertising revenue increased 
218% since 1945. 74% of present advertisers have carried 
consistent schedules for 20 years. Excellent printing facili- 
ties. Once in a blue moon investment opportunity for group 
or experienced publisher. All replies from competent and 
financially responsible prospective purchasers will be con- 
sidered confidential. Broker’ 
involved in transaction. Time waits for no man. When 
would an interview be convenient for you? 


ies. Publisher retiring. Will 
terest. Highest paid gain this 
eld. Renewability excellent. 


s commission definitely not 


9, ADVERTISING AGE 


hie Street, Chicago 11, Illinois 


also adding 2-color sheet-fed ro 


ene ef best income chances in 


view will be worth our time an 


confidential. 


100 E. OHIO ST., 


MONEY-MAKING SALES OPPORTUNITY 
IN CHICAGO LETTER PRESS PLANT 


This plant, already among first 12 in Chicago, is increasing space, 
equipment, output. Has new post-war flatbeds up to largest sizes, 


aggressive, intelligent salesman willing to trade real effert for 


clock, have highly cooperative shop and office force and are well- 
known end accepted throughout Mid-West. Fine leads from success- 
ful advertising campaign assure immediate, interested prospects. 
We went a man who has shown increases each year up to now, 
end whe knows he can make even better gains with right chance 
and incentive. Give enough details in letter to prove that an inter- 


only by head of company and interview if granted will be entirely 


BOX 7227, ADVERTISING AGE 


tary. Expansion creates need for 


region. We operate around the 


d yours; your letter will be seen 


CHICAGO 11, ILL. 


Free-lance space salesman, University 
graduate, age 29. Would like to represent 
publication in mid-west area. 

Box 216, Kenosha, Wisconsin. 


NEW SON SPURS AMBITION—Father 
expr., in Adv., Merchandising, Sales Pro- 
motion. Must be in L. A. area. Write direct. 
Robert Mann 
1298 Queen Anne PIl., L. A. 6, Calif. 
RESEARCH-Capablie statistician desires 
position in Business or Market Research 
Department of progressive Concern. Col- 
lege graduate in Math, Excellent financial 


background, experienced cartographer, 
plus limited Engineering knowl- 
edge. 


Box 9900, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. ne 


REPRESENTATIVES AVAILABLE 


Publishers Rep. with N. Y. office has time 

open to sell Medical or Drug Journal ad- 

vertising. Covers East. Commission basis. 
Box 9901, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


Altshuler to Prest-Glass 

Edward A. Altshuler, formerly 
advertising and sales promotion 
director of Snowden Chemical Co. 
of California, has been named 
western manager of Prest-Glass 
Corp., New York, manufacturer of 
a new building and decorative ma- 
terial consisting of Fiberglas com- 
bined with thermosetting resin. 


Appoints Baldwin 


Herbert L. Baldwin, formerly 
publicity and advertising director 
of the Boston & Maine Railroad, 
has assumed similar duties as as- 
sistant vice-president of the New 
York, New Haven & Hartford Rail- 
road. 


Faust Rejoins ‘Elks’ 

Ed Faust, for the past five years 
on the promotion staff of Woman’s 
Home Companion, has returned to 
Elks Magazine, New York, as pro- 
motion manager, a position he once 
held for 15 years. 


Skycruises Moves Offices 

Skycruises, Inc., air travel 
agency, has moved to larger quar- 
ters in the Hotel Belvedere, 319 
W. 48th St., New York. 


Orange Crush Names Foster 
Harry E. Foster Agencies Ltd., 
Toronte and Montreal, has been 
appointed to handle the advertis- 
ing of Orange Crush Ltd., Toronto. 


TOP RADIO SPOT WRITER 
WANTED AT ONCE 


Can you write hard-hitting radio spot 
copy? If so, one of the largest newspapers 
in the middlewest has a top spot for you 
in the promotion department. The position 
offers a one-in-a-hundred opportunity 
providing you really have what it takes 
—experience and ‘‘know how” are abso- 
lute essentials. 


Journalism graduate desired, but ability 
to produce effective result-getting radio 
copy is prime requisite. Prefer man 
under 40. 

Salary commensurate with ability. Free 
life insurance, liberal pension, hospitali- 
zation plan and other company benefits. 

Write complete information about your- 
| self today (include recent picture) if you 


progressive organization. 


Box 7226, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ESTABLISHED INDUSTRIAL 
PUBLISHER HAS OPENING FOR 
A CAPABLE REPRESENTATIVE 


Well established industrial publishin 
firm has opening in Pittsburgh-Cleveland 
area for the right man. Prefer a young 
man with industrial advertising and sell- 
|ing experience. Commissions on present 
business pay well with ample apoessunity 
for increase. Your reply will be con- 
sidered confidential and should give 
complete information about yourself, 
background, experience, business and per- 
sonal references. 
| Members of our organization know of this 
advertisement. 


Address Box 7228, Advertising Age, 
100 E. Ohio Street, Chicage 11, Iilineis 
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This corner’s rarely-issued 


a ee 


Boy.” 
We note in passing that in 


triumphs. 


profit all around. 


Alan Webb, George Benson, 


apples. 


Teleradio Mans Corner 


light is hereby awarded to the all-British players who of a 
recent Sunday presented on the “Theatre Guild of the Air” 
the warm-hearted play by Terrance Rattigan, “The Winslow 


girl at all. The heroine was marked not by charm but moral 
character, and when, because of her character, her young 
man walked out he did not come back. Based on a true epi- 
sode in British justice, “The Winslow Boy” concerns the 
fight of a retired and arthritis-racked middle class citizen 
who could ill-afford costly litigation, yet pledged all to 
force the lofty British Admiralty to admit a 13-year old 
cadet who had been falsely accused of stealing five shil- 
lings. It is an immensely satisfying story because right 


The story then looms importantly as the story always does. 
But the fine acting and production stood out, brilliantly in- 
vidious among run-of-mine radio dramatics. Of course the 
British players had the special advantage of being already 
steeped in their respective characterizations through long 
association. The typical pick-up radio cast supporting a 
Hollywood film star in a histrionic outburst at the micro- 
phone naturally has no such advantage. “The Winslow Boy” 
had just completed ten months on Broadway and on tour. 
The average sponsored radio play goes on the air after about 
ten hours of rehearsal. The differences in quality of per- 
formance are what could be expected—and our point. 


There is this season an unusually numerous tribe of dra- 
matic series on the networks. A goodly percentage place 
their faith in the “name value” of film stars. The example 
of “The Winslow Boy” immediately suggests that other 
worth while stage acting companies might well be brought, 
as a unified group, to radio with consequent pleasure and 


We think somebody was exceedingly bright in arranging 
the “farewell” performance of “The Winslow Boy” and not 
only bright but brave in indifference to stars. Frank Allenby, 


White are not stars. Just fine actors. Their individual and 
collective excellence reminds us again that many of the 
sweater girls and play boys of Hollywood can’t act for sour 


-- 


Certificate of Unalloyed De- 


this drama boy did not meet 


Se | 


a 


Michael Newell and Valerie 


Nylon Hosiery Firms 
Plan Ad, Publicity 
Drive; Starts May 1 


PHILADELPHIA—An advertising 
and publicity budget amounting to 
about 25% of the total cost of a 
newly adopted Hosiery Certifica- 
tion Plan has been announced by 
George D. McKinney, president, 
Independent Association of Stock- 
ing Manufacturers. 

The plan, designed to set up 
minimum standards for the con- 
struction of women’s nylons, is 
scheduled now to become effective 
next May |. The plan will be paid 
for by subscribers, whose mer- 
chandise will be tested by the U. 
S. Testing Co. here. Upon certifi- 
cation, a hosiery mill or commer- 
cial dyer will be licensed. Each 
subscriber pays for the license, for 
certification seals to be used in 
advertising and for actual testing. 

Mr. McKinney, who is in charge 
of the certification program, said 
it is impossible to estimate how 
much income the plan will bring 
over a period of a year. However, a 
|potentially large outlay of funds 


|for promotional purposes is “re-| 
can measure up to a big job with a big | quired to assure the universal suc- | Young & Rubicam, New York, an: 


‘cess of the program,” he said. To 
|date more than 100 mills from all 
| parts of the world have indicated a 
| desire to subscribe to the plan. 


. Certified hosiery will be plainly 
|marked by the accepted seal, he 
|said. Subscribing companies also 
can use the seal for advertising 
| purposes as long as they are man- 
| ufacturing and selling goods which 
/has been tested and certified. 

The entire plan was designed to 
| build up needed consumer accept- 
ance of nylons, Mr. McKinney said. 


'\“We want to get directly to the 


this plan, because in the end they 
jare the ones to decide whether it 
| is successful or not,” he explained. 

Space has been purchased in a 


a 


few trade papers, and additional 
trade papers will be added to the 
list as money becomes available 
Shortly before the actual opening 
date of the plan, consumer adver- 
tising and publicity will be 
launched to promote the seal, he 
said. After that the plan is to con- 
tinue consumer and trade promo- 
tion indefinitely. 


Kingston Club Elects 

C. J. Keller, of Palmer Motors 
Ltd., has been elected president of 
the newly formed Kingston (On- 
tario) Sales and Advertising Club. 
Other officers elected are: Ist 
vice-president, R. B. Carson, Can- 
adian General Electric Co.; 2nd 
vice-president, R. Hoffstetter, 
manager of Station CKWS, and 
secretary-treasurer, W. J. Sutcliffe, 
of the Kingston Whig-Standard. 


Zanphir Joins Weintraub 

_ Peter Zanphir, formerly adver. 
tising director of Publix Shir 
Corp., New York, has joined Wil- 
liam Weintraub & Co., New York. 
as assistant to the radio director 
Before joining Publix, Mr. Zanphi 
ana with Mutual Broadcasting Sys 
em. 


Dowd, Magnes Join DC&S 


Frank Dowd, formerly wit! 


| William D. Magnes, previous: 
with Gussow-Kahn & Co., Nev 
York, have joined Doherty, Cliff 
ord & Shenfield, New York, a 
assistant account executives. 


‘Evans Case Names Humphre} 
Evans Case Co., North Attle- 
boro, Mass., maker of fitted hand. 
bags for women, a line of lighters 
cigaret cases, compacts and othe) 
jewelers’ items, has placed its ad- 
vertising with H. B. Humphrey Co. 
Boston and New York. : 


Joins Standard Electric 
| Arthur L. Riklin, formerly ad- 


Photograph desirable. consumer with our story about/V¢rtising manager of Best Pub- 


lishing Co. of California, has joinec 
Standard Electric Co., San Antonio 
manufacturer of the Reliable bat- 
tery, as advertising and public re- 
lations director. 
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Rerflommixes! 


When Company Comes? 


45 || “4 


6 


In the Pennsylvania Dutch Country Kerflommixed means 
“Excited.” No werries about what to serve for Dessert when 
you keep Musselman s Ready to use Appipre handy No hme 
away trom your guests to peel, core or slice 


UNUSUAL 


OFFERS RECIPES—Pennsylvania Dutch 

tradition is followed in a series of news- 

paper ads for C. H. Musselman Co., Big- 

lerville, Pa., promoting ready-to-use Appl- 

pie and offering a Pennsylvania Dutch 

recipe book. The Clements Co., Philadel- 
phia, is the agency. 


ABP Opens Seventh 
Advertising Contest 


New YorK—Associated Business 
Papers’ seventh annual advertis- 
ing competition is now open. 
Awards to those advertisers who 
have winning business paper ads 
will be made at a special presen- 
tation meeting on April 30. Entries 
must be postmarked not later than 
midnight, Jan. 31. 

Each entry is judged from the 
standpoint of (1) establishment of 
valid and adequate objectives, sup- 
ported by (2) convincing, inform- | 
ative copy and (3) specific evi- 
dence that the campaign attained | 
its objectives. Media advertising 
and an agency’s own advertising 
are not eligible. 

Each entry must consist of three 
ads, typical of an entire campaign, 
which have appeared in business 
papers during 1948. Awards will | 
consist of certificates of merit for | 
the 42 business paper campaigns | 
of 1948 which are most outstand- 
ing. 

Entries should be addressed to 
Contest Committee, Associated 
Business Papers, 205 E. 42nd St., 
New York 17, N. Y. 


Foust Joins Langhammer 

Paul F. Foust, formerly with the 
business development department 
of United States Rubber Co., has 
joined Langhammer & Associates, 
Omaha, as associate and account 
executive. 


Look (1 le 


in the aasic source 
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Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Gets Furniture Account 

W. B. Doner & Co., Chicago, has 
been appointed to handle the ad- 
vertising of Albert Furniture Co., 
Shelbyville, Ind., manufacturer of 
Albertone modern bedroom furni- | 
ture. Magazines, trade publications 
and direct mail will be used. 


Parke Appoints Savaria 

Honore Savaria, founder and 
president of Sporting Goods, Inc., 
Springfield, Mass., has been ap- 
pointed sales manager of Norman 
Parke Co., Chicopee, Mass., manu- 
facturer of plastic sports items. 


Publishes PR Manual 


“Your Public Relations,” a man- 
ual of public relations techniques, 
has been published by “Public Re- 
lations News,” New York. The 644- 
page book contains public relations 
methods and ideas, plus case his- 
tories. 


Marshall Named API V. P. 

J. Howard Marshall, president of 
the Ashland Oil & Refining Co., 
Ashland, Ky., has been elected 
vice-president in charge of market- 
ing of the American Petroleum In- 
stitute. 


Underwood Staris Drive 


Underwood Ltd., Toronto, is ad- 
vertising the Underwood portable 
typewriter for the first time in 
eight years. Daily newspapers 
across Canada are carrying a 
Christmas campaign, showing a 
new trademark, “Percy, the Port- 
able Man.” J. J. Gibbons Ltd., 
Toronto, is the agency. 


Nelson Agency Changes Name 

Carvel Nelson Advertising 
Agency, Portland, Ore., will change 
its name to Carvel Nelson & Pow- 


lell, effective Jan. 1. Douglas Powell 
|will continue as vice-president, a 
position he has held since joining 
Mr. Nelson as partner in April, 


1948. Mr. Nelson is president. 


fot °| shots 


Stock photos of children for 
advertisers, agencies, publishers, 
etc. 8x10 glossies only $1.50 ea. 
Ask for FREE proofs. You can order specially 
posed “TOT-SHOTS”— average price $5 ea. 


1127 Wilshire Blvd., Los Angeles 14, Calif. 


DISTRIBUTORS IN 48 KEY CITIES, 


The IMPACT of your printed selling is decided 


by the quality and character of the art, 


printing and paper you select — they furnish 


the power that helps you drive your selling 


messages home. That is why discerning buyers 


of printing specify Oxford Papers, in any one 
of many fine grades, to add the finishing 


touch of quality to their sales-in-print. 


COAST TO COAST 


(= PAPERS 


230 Park Ave., New York 17, N. Y 
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RE and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


HREE QUARTERS OFA MILLION 


* A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats are 44% better prospects for swimming 
equipment and accessories than non-sportsmen. 
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Decade after Coster, 
M’Kesson Drives Ahead 


(Continued from Page 1) 
products made millions fear poison 
on their bathroom shelves. 


se It was to take nearly 31 months, 
and $31,500,000, before Jed Ward- 
all—aided by executives and em- 
ployes, suppliers and customers— 
turned the company back to its 
owners. But even during reorgani- 
zation the business expanded. In 
the past seven years it has moved 
steadily forward. 

Coster had built the volume in 
11 years to $146,000,000. Today 
volume is two and one-half times 
that figure—and confiderce and 
prestige are stronger than ever 
before. 

For the fiscal year ended June 
30, 1947, sales were $205,239,567 
and net profit, after taxes, was 
$5,318,537. For the year ended 
June 30, 1948, sales had climbed to 
$352,719,321 and net profit was 
$8,796,198. Sales then were the 
highest and profit next to highest 
in McKesson’s 115 years. The re- 
cord profit of $9,694,558 was made 
in the year ended June 30, 1947. 

In the quarter ended Sept. 30, 
1948, net profit was $115,000 more 
and sales $5,100,000 more than in 
that period of 1947. 


ws McKesson & Robbins has been 
rebuilt mainly by the wholesale 
men, formerly the heads of their 
own local businesses, who worked 
with the trustee ‘to reorganize the 
company and who have remained 
in control since. 

The 13 principal officers today, 
headed by William J. Murray Jr., 
chairman and president, and 
George Van Gorder, executive 
vice-president, have spent a total 
of more than 400 years in the drug 
business, or an average of about 
30 years each. 


With such men today on the | 


ooard of directors 
and executive 
committee, is Mr. 
Wardall, who 
learned the drug 
business the hard 
way. Wardall’s 
main job now is 
chairman of the 
board of The Best 
Foods, Inc. An- 
other is banker 
Sidney J. Wein- 
berg, of Goldman, 
Sachs, investment banking firm. 


W. J. Wardall 


a At 25 Coster, or Philip Musica 
found himself in Elmira Reform- 
atory for short weighing cheese, 
olive oil and other imports. Four 
years later, in 1913, he was sent to 
the Tombs for three years for 
falsifying bills of ladings for his 
family’s human hair exporting 
firm. 

But by 1926, turned Coster, he 
had become a pillar of Bridgeport. 
His Girard & Co. was making 
money and Dandrofuge hair tonic 
and other alcohol-base products— 


| urer, was honest and versatile. He 


| 


some of the alcoho! reportedly 
going into bootleg liquor channels. 


Connecticut and 49 old-line drug 
wholesalers. They were paid in 
cash and stock with funds ob- 
tained by a $9,700,000 stock issue 
and loans from banks in New York, 
where headquarters were estab- 
lished. Coster held 10%. 

In 1930 McKesson’s assets were 
listed at $82,000,000. In 1929 it 
had made $4,100,000 profit on 
$140,600,000 sales. But if Coster’s 
creation was colossal it was also 
unwieldy. It had 30 directors and 
about 80 vice-presidents, many of 
them regional men directing serv- 
ice to retailers. 

With repeal, liquor was added. 

Coster was riding a promotional 
wave. He pioneered in attractive, | 
pictorial annual reports. His wife, 
who had once sung in a choir, 
persuaded him to let her run the 
company’s network program (she 
insisted that Eugene Ormandy and 
Erno Rapee play “The Bells of St. 
Mary’s” every week.) By 1938 he 
felt personally secure enough to. 
submit a biography (two-thirds of | 
it fictitious) to “Who’s Who.” 


| 
ws But the conservative wholesaler | 
and banker board members grew | 
concerned about some Coster ad- 
ditions to the McKesson line. And 
Coster kept trying to develop an 
“ethical” t.b. or cancer cure, which 
he was sure would prove “a gold 
mine.” Also he took under his own 
wing the crude drug department, 
and set himself up as the worid’s 
greatest expert in this field. 

The directors never got a break- 
down of crude drug inventories, 
allegedly piling up in Canadian 
and other warehouses. Although 
crude drugs were shown to make 
the best profits of all divisions, 
these always were plowed back 
into new purchases. No cash 
emerged. 

The late Julian Thompson, treas- 


had written the play, “The War- 
rior’s Husband,” starring Kath- 
erine Hepburn. He also became a 
sleuth. 


ws The economic recession of 1937 
caused the directors to vote to cut 
inventories. The wholesale drug 
and liquor people cooperated, but 
crude drug inventories in that 
year climbed $1,000,000 more to 
$9,500,000, or more than 20% of 
the total. 

Coster blamed minor trading ex- 
ecutives. But Thompson was sus- 
picious. In February, 1938, he be- 
gan a one-man investigation. 

His trail led to George E. Diet- 
rich, assistant treasurer, who 
signed all checks and handled all 
mail; to Robert J. Dietrich, in 
charge of inventory, who always 
had the papers in good order when 
Price, Waterhouse auditors came 
around, and to George Vernard, of | 
W. W. Smith & Co., Brooklyn. 

Smith was one of several firms | 
listed -as shipping crude drugs to| 
McKesson warehouses, 
paid by George Dietrich. Coster | 
had even formed a dummy bank, 


In that year he bought for $1,000,- | Manning & Co., as fiscal agent for 


000 from Herbert 
Saunders Norvell the drug manu- 
facturing business 


Robbins and | crude drug purchases and sales. 


founded by s When Thompson learned that no| 


John McKesson in 1833. It was a | insurance was carried on the crude 
rather small business, employing|drug stocks, Coster said W. W. 


about 50 in a Brooklyn plant to} Smith handled that. Thompson had | 
turn out Calox tooth powder, Albo-|heard of the Smith firm since | 


lene and other products. 


| 


1925—had seen several Dun &| 


The new McKesson & Robbins of | Bradstreet reports on it. But when 


Connecticut sole $1,650,000 


of|he called Dun & Bradstreet he 


stock. In 1927 the company’s prof- learned these reports had been 
its were nearly $600,000. A Price, | forged. 


Waterhouse audit found the com-| 


A visit to Montreal showed the 


pany worth $4,100,000 and a Cana-| Canadian subsidiary to be merely | 


dian subsidiary worth $1,000,900. 


a shell. Over in Brooklyn, George | 
Vernard preferred to talk politics. | 


gs Then in 1928 Coster formed Mc- | But Thompson had learned enough | 


Kesson & Robbins of Maryland,|to demand a 


and duly | 
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Joba Rollins, typical McKesson Trainee, 
accompanies a graduate M.M. (McKesson Mer- 
chandiser) to observe the many details connected 
with McKesson’s merchandising functions before 
undertaking his on-the-job training in the whole- 
sale house. 

This preliminary “Front-Line Observation” is to 
give him a clear picture of the job for which he 
is in training. Later this experience will be invalu- 


OBSERVATION... . 


+ « « for a day or two in the warehouse 
end office and for several wore days on a 


Sales territory offers Trainees a panoramic 


view of the wholesale drug business and 


the ultimate career for Which they are in 


training. They also make veriodic *re- 
fresher’ trips for territory observation. 


able to him in interpreting McKesson’s service 
wholesaling methods and procedures. 

John Rollins is typical of a number of select 
young men who are now McKesson trainees and 
who will, upon completion of their studies, 
augment McKesson’s present force of “service 
minded” merchandisers. 


Follow John Rollins’ training progress in subsequeni 
adi ertivements to appear in this publication 


om | 


INSTITUTIONAL—One of a series of drug trade publication advertisements featuring 
training services of McKesson & Robbins, to show high quality of service which the 


hal 1 
w 


drug comp 


y offers to its retail druggist customers. 


$10,000,000 of crude drugs. On the 
deadline, Dec. 5, Coster himself 
initiated an equity receivership in 
a Connecticut court. 

The next week Federal Judge 
Coxe granted the directors a re- 
organization under the Chandler 
act, which superseded the Con- 
necticut action. 

On March 30, 1939, a federal 
grand jury in New York indicted 
nine individuals on charges of 
mail fraud, Securities Exchange 
Act violations and conspiracy in 
the affairs of McKesson & Rob- 
bins of Canada. One was J. H. Mc- 
Gloon, comptroller. Three others 
were George Vernard and George 
and Robert Dietrich who, it was 
found, were Coster’s’. brothers, 
Arthur, George and Robert Musica. 


ws Meanwhile, in the late F. Don- 
ald Coster’s office in E. 44th St., 
Trustee Wardall faced three major 
tasks: (1) To prepare a reorgan- 
ization plan acceptable to creditors, 
stockholders and the court; (2) to 
run the company as long as it was 
in reorganization, and (3) to re- 
cover lost assets. 

But he discovered that even 
bigger tasks were to rescue the 


company’s reputation and maintain 
the morale of all concerned with it. 
From the start he emphasized 
that the business would be carried 
on. As trustee he was responsible 
for payment of all supplies de- 
livered on and after Dec. 8, 1938. 
Advertising was maintained and a 
public relations firm, Baldwin & 
Beach, hired. Such leading sup- 
pliers as Lambert Pharmacal, Eli 
Lilly, and Coca-Cola helped per- 
suade three producers to drop 
plans for movies on Coster’s ca- 
reer. Auditors and _ engineers 
started an exhaustive checkup. 
The only McKesson executives 
to leave were McGloon and the 
Musicas. Among 750 salesmen only 
one resigned in that first month. 


m On Dec. 29 Charles F. Michaels, 
who had become president, and 
Murray, then list vice-president, 
wrote their thanks and New Year 
wishes to all McKesson people. A 
drug trade ad, early in January, 
expressed gratitude to “many 
thousands of retailers and sup- 
pliers” for “loyal support” in this 
“passing emergency.” On Dec. 31 
executives of all houses were sent 
advance proofs of a newspaper ad, 


MEN OF McKESSON—Leaders of McKesson & Robbins today— 
most of whom helped to reorganize and reestablish the company 
after the Coster suicide 10 years ago—are shown in this recent 
picture of the advisory committee: Seated, left to right; Schuyler 
| Merritt, Il, treasurer; Harold R. Peters, comptroller; W. J. Murray 
George Van Gorder, executive vice-president; 
. George V. Doerr, Ist vice-president; Charles T. Lipscomb Jr., 
showdown with vice-president, drug sales. Standing, left to right: Charles D. 
which acquired both M&R_ of|Coster on the physical existence of | Doerr, vice-president, personnel; Henry Michaels, vice-president 


Jr., president; 


and secretary; J. J. 


dent; |. H. Bander, 


“Facts about McKesson & Robbins ” 
which ran in 66 cities on Jan. 4. 

McKesson was rocked. But { 
wasn’t wrecked. 

Drug retailer groups from Ore - 
gon to Florida bought newspap: - 
space to express their faith in th» 
company. The wholesaler division ; 
had retained their local names an | 
prestige. Their words carrie | 
weight when they met rumors :f 
sub-standard McKesson-brand 


products with newspaper ads quo - 
| ing findings of health departmen s 
‘and pharmaceutical associations. 
|Competitive wholesalers urged a 
“broad-minded, long-range view ” 


|@ In a first report to Judge Cox:, 
}on Jan. 27—just six weeks after 
Coster’s suicide—Wardall was able 
|to say that, whereas the company’s 
|sales in the first 11 months of 1933 
‘declined 5.67% from the same 
{months of 1937, December sales 
were off only 3.99%. 

He showed that in addition to 
|special insertions in newspapers 
_and business papers, “such radio 
}and other advertising as was con- 
‘tracted for is being continued.” 
“Joyce Jordan, Girl Interne” was 
running on CBS. In January a 
campaign for Calox tooth powder 
was released in 11 magazines. 

New consignment sales contracts 
had been signed with International 
Cellucotton, Miles, Coty, Squibb, 
|Pepsodent, Upjohn. 


a The company had about $9,600,- 
000 cash in banks. A tentative 
balance sheet gave assets at $66,- 
115,001, as against liabilities—ex- 
cluding capital stock—of $38,345,- 
257.50. To be sure, there was still 
a big pile of accounts payable for 
goods delivered and services ren- 
dered up to Dec. 7. But McKesson 
was solvent. 

On July 1, 1939, Wardall told the 
court that “the company is sound 
and should be reorganized.” It 
was making “substantial earnings.” 
Net sales in the first five months 
of 1939 had risen $1,000,000 from 
the parallel period of 1938, to 
$59,700,680. He saw in these fig- 
ures “factual proofs of continuing 
confidence of manufacturers, re- 
tailers and the public.” 


s McKessonites had not sat for 
six months waiting for confidence 
to hatch. The salesmen had dis- 
tributed to 30,000 druggists an 
illustrated brochure on research, 
laboratory control, and production 
methods at Bridgeport. The com- 
pany had held an exhibit at the 
American Medical convention in 
St. Louis. Senior executives had 
made speeches before trade and 
professional groups. 

Judge Coxe authorized the 
trustee to continue pensions to 
retired employes and even to widen 
coverage of the employes’ group 
insurance plan. On his part Ward- 
all urged the court not to order 
him to cut salaries and commis- 


ae 
fetes 
e 


Bertrand, vice-president, liquor sales; Jesse 


W. Wynne, southwest regional vice-president; H. C. Nolen, vice- 
president, drug buying; Al B. Benson, eastern regional vice-presi- 


vice-president, coordination drug sales and 


buying; J. D. Crump, southeast regional vice-president; Leo A. 
Lanigan, midwest regional vice-president; James H. Parks, western 
regional vice-president; W. E. Dewell, vice-president, manufactur- 
ing division. This committee, selected by the president, advises 
him on company operations. 


es fee ae, ea co ae Ly ee eg ee ee ay a ee, : ae eee Tt ae ce, Bla ily op ee ae ee ee a ed Se j pucalabae ae a eo fen ; ee as iy awe cones wh 
tp tT a “ers ee: ant Sad cpt: rn eile fe 3 nae ios Ra ee as Ee. eae nea od sae x eames, cae me jan eee Br a a SL < a il See eee a 
ake. ae er a ie. a ee eee ee ee ee ee ee Ae ae eee pes ba ea. aac Oe 2 
| i 0 a . ; ; gis 3 
ae e 
: - ere 8S ae : 
fl rene Seawiy Ob J 
: , ‘ << 
- / i penne!" "ie SRY z 
; ~~ erat inl dant a 
et , 5 ae - ©} im ay 
: 4 : . Fe = , . 
a : - BS "oe oh 4 = P f 
s : * Sere rom, _. a? F 
7 ut * 4 
; foe Sey, I -; 
SS 7% 
wah ss , . 3 7 “ee « ‘ 
, a * + easiae be Sal 
: <.9 ee. i 
© 3 * Pe. 7 - . r~ uy 
‘ : eee i Tow : 
: ok E Pee 2. 
=: : a) > ’ “Tk; 
. } sd a Sagas >) oo 
7 var 4 mo hr j Si —~——S +e 
Ey > % Bx aa pose 
. : >. : : ao - : 3 . 5 
- > fee « ul 
4) > a = 3 . 
ice ~~” De age Sa . i= * ae if - 7 ~ “ 
2 ss . an = Pm, << 7 be 
- Ss . é : yl Sn e < ae 
~ " 3 & i 2 “ met = ing] ” ae 
: Bede ins 
; 
“ad "7 
a ae ; 
ie 
es 5 
= =e Rhy 
ee : 
4 
! 
. m | 
' ; 
oe 4 ee , 
a Ady McKESSON & ROBBINS 
. : : 
. |. ee 
| a ES «ee 
le OO 
ae a | 
Ts Sa 
Beh: “ 
) 
‘a 
; } 
, 
ae A 
” 
C—O SS 
ie | 
aati | 
24 oe ' 
; ‘: - s | j | 
Siti f | 
a cane 
me pe | 
y 
_ | 
er J 
one f ! 
i sate oom | 
Bese oe Ls 
“eee . 
S - 
at 
a } 
ae 
ae 
ee 
= pale fj / 
Ray x : ‘ 
ee 
a —" | 
a 1 ae P) ze 
| =s _— .. oe ra - 
+ . ta? f s) a " ae oF 7 : 
Ei cas Py ‘ eS Sap . = = ; ) od ‘- 
seeds ; ’ ba a *g aaa & eg ; 3 
a | E : ce Me Ss a OM gy, —s Cl _ Nei 
Bis os “aces x : Ee: Neen: ge eee an ae as Seu. 2. 2 ere * etn os — 
eats. | ba cet ile ae emcee gp Rat ee he fe oe oie 
Baty : ; ae) a Pp Ta ie on ca —— oe a Be ne } vee ey 
as | itd Pa Clee Mek ne ee Be ea hits ee ai Sa. ae coerce a? ee 
bs ; ’ "= ae i. oe hn an See tire ‘ > 
see en = "ae a Ge a ae | 2c 
as ; é Sane hie ae me Beet aig ae ecw scr ge pathos ae ae ; 
er / 4 PP ae oe.) esyemieaet ne Oe eam ae ee ee 7 coe } 
Pe } : aes came y ee pee eo ae Se.” ee a f . eer : 
7 - ae * Ghicpnr wee me Ee Re a ee Pon ere ees Fo ep eS aa ar : 
: 4 a es Fe aes, ae Ra a he » - te oe ae Boa Sad em as oe) ing om 
is = ae, gee ay Tee eh eee MS Pe i i 
| eae 2 ee ae tee a bs a a o" 2 i 
ie ee ae ; eda? Se > ey MAB aaa 
SMe. = See ee oe Mh e : rr “Eagie Ce a ee 
‘a le.) Saree Sh IR eae fone, ae Cn ha i= ee pe Olio 
Pars = : | 2 e 
i ; 
1 / 
oie / 
ero eh 
whe ee / 
ee lig ' 
’ 
isc ; 
ae paces q . 2 1 ‘ 5 ¢ 
24 Se Ae ms : ‘ may : ‘ Pipes : ‘ es. ‘eral : ‘ ar = at pee ey hey cat i aaa 5 etal Bia : De, amg a ave ed cle ope esa Sahigh Ne pes eee , Des ee nee eae Oe oh 
ea Mg Sale Oo ae Per, ak a Neh oe  P ay ay Tess ee eukd le We ee ei Se las eas ae bi 5 et : brat he Eas ue a) Ee) eee el ae PE PON he ce tatsceks OMA aR ag ae WE SPR ee a, ee ig vue ogee ga8 Dp ep ees my is. Se ¥ SOT ee eee 1k aie sed, BS ca i! 


r 13, 1948 


Robbins ” 
1 Jan. 4. 
d. But ¢ 


from Ore - 
1ewspapr - 
ith in the 
t division ; 
lames an | 

carrie | 
rumors «f 
yn-brand 
ads quo - 
partmen 's 
sociation s. 

urged a 
ge view ” 


dge Coxe. 
eks after 
Was able 
ompany’s 
is of 1933 
he same 
ber sales 


dition to 
wspapers 
ich radio 
was con- 
ntinued.” 
rne” was 
nuary a 
1 powder 
nes. 
contracts 
rnational 
Squibb, 


t $9,600,- 
tentative 
at $66,- 
ties—ex- 
$38,345,- 
was still 
yable for 
ices ren- 
IcKesson 


told the 
is sound 
zed.”’ It 
irnings.”’ 
months 
00 from 
1938, to 
ese fig- 
ntinuing 
ers, re- 


sat for 
ifidence 
iad dis- 
‘ists an 
esearch, 
duction 
le com- 
at the 
ition in 
res had 
de and 


ed the 
ions to 
» widen 
| group 
, Ward- 
>» order 
ommis- 


Ye 


- ad 


s; Jesse 
Pn, vice- 
ce-presi- 
les and 
leo A. 
western 
ufactur- 
advises 


Advertising Age, December 13, 1948 


sions: 

“The value of this business in 
large part depends upon the mor- 
ale and efficiency of its sales or- 
ganization...The very  encour- 
aging sales showing since the com- 
mencement of these proceedings 
has been possible only because of 
the high morale and continued 
loyalty of the sales organization.” 


ws On Nov. 22, 1939, Jed Wardall 
noted that, although sales of Mc- 
Kesson brand products in the first 
nine months of 1939 had been 24% 
less than the parallel period of 
1938, “as a result of the disclosure 
of the Coster frauds,” this division 
contributed slightly to the com- 
bined net profit of the company. 

For the full year 1939 total sales 
were only a little ahead of 1938 
($149,000,000 against $146,900,000), 
but net profit was more than twice 
as large. Selling and general ex- 
penses had been cut; some de- 
partments and unprofitable liquor 
houses closed; Hunter Baltimore 
Rye Distillery sold to Browne 
Vintners. And advertising expend- 
itures had been reduced from $1,- 


877,000 in 1938 to $1,096,000 in 
1939. ° 
This reduction, Wardall ex- 


plained, was made after a “thor- 
ough reexamination of the entire 
advertising program.” He added: 
“As much effective advertising was 
done in 1939 as in 1938.” 


a On March 29, 1940, McKesson 
trading had been resumed on the 
New York Stock Exchange. By 
April 30 first creditors were paid. 
Within a year all of them were 
to receive a principal total of about 
$30,000,000, plus interest. 

Early in 1941 the Securities and 
Exchange Commission reported on 
a proposed plan of reorganization, 
which both the commission and 
Judge Coxe found “fair, equitable 
and feasible.” 

Among other things, the com- 
mission noted the manufacturing 
division’s action of plowing back 
into advertising “virtually the en- 
tire gross profit.” It believed, how- 
ever, that this policy would bring 
the division substantially increased 
profits. 

Considering the wholesaling op- 
eration’s future, the commission 
cited advertised drug brands for 
tending to stabilize profits, for 
their high turnover, and usualtly 
small seasonal sales fluctuations. 

The plan gave preference stock- 
holders a voice in management, 
and authorized new shares for 
preference and common holders; 
the sale of new debentures, and a 
board membership of 18, of whom 
ten would be company officers. It 
went into effect on July 1, 1941. 


= With the Wardall era, and the 
Michaels and Murray eras which 
followed, the company’s operations 
have been an open book. The story 
isn’t so sensational as The Rise and 
Fall of F. Donald Coster, but it 
makes more sense. 

By 1943 McKesson was able to 
sell an issue of 150,000 shares of 
new $4 cumulative’ preference 
stock. With the proceeds and some 
additional capital, it redeemed the 
preference stock set up under the 
reorganization plan and paid off 
the debentures, which for the first 
time left it free of funded debt. At 
the end of the last fiscal year, on 
June 30, McKesson had _ 18,882 
stockholders. The preference stock 
is now selling at about $98 and the 
common, paying $2.40, at about 
$31. (In 11 years of Coster, com- 
mon dividends were paid in only 
five.) 

Last June the company had as- 
sets of $107,510,245. Current as- 
sets, including $13,163,442 cash, to- 
taled $96,685,632, as compared with 
current liabilities of $29,021,438. 

Dun & Bradstreet today gives 
McKesson an AAA-1 rating. 

The company now operates 75 
divisions in 35 states and Hawaii, 
serving 35,000 drug stores and 60,- 


000 liquor stores, taverns, etc. Di- 
visions have been added in Pitts- 


burgh, Dayton, and Fort Smith, 


Ark. Negotiations are now in prog- 
ress for buying Alexander Drug 
Co., Oklahoma City, with branches 
in Tulsa, Okla., and Amarillo, Tex. 
Oklahoma would be the 36th state 
in the setup. 

More than ever, McKesson today 
is an on-the-ground local sales 
and service operation. Under Mur- 
ray and Van Gorder, George V. 
Doerr, Ist vice-president, and 
Henry Michaels (son of Charles 
F.), v. p. and secretary, are such 
vice-presidents as Charles T. Lips- 
comb Jr., for drug sales; Charles 
D. Doerr for personnel; J. J. Ber- 
trand, in charge of liquor sales; 
I. H. Bander, sales and buying co- 
ordinator, and H. C. Nolen, in 
charge of buying. L. M. Van Riper, 
vice-president in charge of adver- 
tising, died in New York Dec. 3. 
His assistant was D. C. Berry. 

But the regional vice-presidents 
also carry weight. Mr. Doerr, from 
Minneapolis, handles the central 


|region; Al B. Benson, Boston, the 


| vice. Depending on previous ex- 


East; J. D. Crump, Macon, Ga., the| perience, a merchandiser requires 


Southeast; J. W. Wynne, Memphis, 
the Southwest; Leo A. Lanigan, 
Chicago, the Midwest, and James 
H. Parks, San Francisco, the Far 
West. 


s President Murray is proudest of 
the loyalty of the 9,000 employes, 
of whom 1,500 are now engaged in 
selling. One-fourth of them have 
been with the company ten years 
or more. The company’s invest- 
ment averages $12,400 per employe. 

Personnel relations, under 
Charles Doerr, include sales train- 
ing, job evaluation and morale 
building. 

Every new employe gets a book- 
let inscribed with his name on 
“Working Together in McKesson.” 

One brochure presents the steps 
which the company follows to de- 
velop men for “Merchandising as 
a Career.” It reproduces a series 
of ads which McKesson placed in 
22 local and regional pharmaceut- 
ical papers to stress caliber of ser- 


9 to 18 months of training, as com- 
pared with a prewar average of 
three years. 

Three years ago the company 
established its own public relations 
department, with Brewster S. 
Beach as manager, to develop 
better understanding of the com- 
pany in local communities, and to 
work with stockholders, customers, 
suppliers and employes. 


s Product lines have been wi- 
dened. Four years ago McKesson 
launched a department to distrib- 
ute animal and plant remedies 
through drug stores. A division also 
was formed to distribute chemicals 
to industrial users. Special chem- 
ical units have been established in 
11 regional divisions and limited 
chemical service in ten others. 
But whatever the operation, Mc- 
Kesson’s thinking and planning al- 
ways get back to selling and serv- 
ice. The largest distributor of both 
drugs and liquor, its salesmen now 
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make more than 3,500,000 sales 
contacts annually. Of a total of 127 
acres, or 5,563,280 square feet, of 
floor space in all the regional di- 
visions, 83% is devoted to stocking 
merchandise and to warehousing. 
(Individual wholesale units carry 
an average of about 18,000 differ- 
ent items.) But the other 17% is 
concentrated primarily on keeping 
the goods moving. 

So, too, is the advertising. Mc- 
Kesson today spends about $2,500,- 
000 in all forms of advertising and 
promotion, including direct mail, 
point of purchase, and dealer lit- 
erature. Of this about $1,000,000 is 
“commissionable,” through Benton 
& Bowles, Ellington & Co., and J. 
D. Tarcher & Co. 

The advertising may lack some 
of the punch which F. Donald 
Coster put into it. It hasn’t the 
news which William J. Wardall’s 
announcements created. But it sup- 
ports the growth and prestige of a 
business which is now more than 
twice as large as when it was 
“wrecked,” ten years ago. 


TAKE A DOUBLE HITCH — 
ON A STAR! 


+ 


51!/, millions is a lot of anything, especially if it's dollars 
—but that's Sales Management's estimate of total retail sales 
in Memphis during December, 1948. It's a figure that again 
places Memphis in the High Spot Star City Bracket and 
one which represents an increase of 260.4°/, over the same 


month, 1939, and an increase of 10.1% over the same 


+1 


month of 1947. 


Thus Santa offers a golden Christmas to the advertiser 
who takes a double hitch on this tremendous sales potential 
by using BOTH Memphis newspapers at an OPTIONAL daily 


combination rate SAVINGS of 13c per line! 


ABC PUBLISHERS’ STATEMENT 9/30/48: 


The Commercial Appeal (Morning) 180,929 
Memphis Press-Scimitar (Evening) 125,115 


Total Daily Combination... 306,044 


Scripps-Howard 
News papers 


The Commercial Appeal (Sunday) 237,868 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 
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Harvester Uses TV 
for Refrigerator 
in Philadelphia 


PHILADELPHIA—The International 
Harvester home refrigerator was 
given its television baptism here 
over WCAU-TV on Dec. 6. 

It was the first time this pro- 
duct has been seen anywhere on 
video, and according to an Inter- 
national Harvester spokesman 
here, if the 13-week test proves 
successful it may lay the pattern 
for similar programs in other tele- 
vision areas. 

Sponsors of the half-hour weekly 
show (9-9:30 p.m. Monday) are 
N. Snellenburg and Co., local de- 
partment store and one of the 
largest purchasers of television 
time in this area, and Elliott-Lewis 
Corp., Harvester distributor. The 
show is handled by Joseph Lowen- 


thal Advertising Agency, Phila- 
delphia. 
The show, called “Stop the 


--- the Oregonian 
goes with the 
Oregon Market* 


The net results are what count... 


! and The Oregonian has what it 


takes to deliver! FIRST in Portland 
daily and Sunday home-delivered 
circulation, FIRST in circulation 
in the entire Oregon Market... 
facts you can’t “kiss off” lightly 
where your advertising dollar 

is concerned. 


FIRST... 


In Circulation: Deily & Sunday 
in Coverage: Family & Market 
In infivence: Editorial & Advertising 


*All Oregon and 


Seven Southwestern 
Counties of 
Washington ) 


Orego 


PORTLAND OREGON 


Pa ete 


the West 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC, 


Clock,” is an audience participa- | 


tion quiz. The value of gifts given 
away is determined by how quickly 
contestants answer the questions. 
The half-hour is broken down into 
15-second blocks for that purpose. 

Snellenburg, Harvester’s first 
major retail outlet for the new 
home refrigerator, is promoting 
the show in its daily newspaper 
advertising. The store also spon- 
sors the Philadelphia Eagles foot- 
ball team and two other shows. 
For International Harvester, this 
is a major departure from its 


routine direct mail, radio and 


newspaper advertising. 


Joins ‘Hunting & Fishing’ 

Marvin A. Barckley, formerly 
direct mail promotion manager of 
Coronet, has been appointed circu- 
lation manager of Hunting & Fish- 
ing, Boston. 


Fairchild Names Rumrill 

E. E. Fairchild Corp., Rochester, 
N. Y., has named Charles L. Rum- 
rill & Co., Rochester, N. Y., to han- 
dle the advertising of its playing 
cards. 


Lovick Appoints Barford | 


R. A. Barford has been appointed | 
manager of eastern operations of, 
James Lovick Ltd., Toronto. For, 
the past four years, Mr. Barford 
has been general manager of the 
eight Thomson dailies in Ontario, 
and for 20 years was connected 
with J. J. Gibbons Ltd., Toronto. 


Tilt Named N. E. Manager 

Rodman K. Tilt, on the New 
York staff of Sports Afield, has 
been appointed New England man- 
ager of the publication, with head- 
quarters in Boston. 
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Apparel Group Elects Graff 
Seymour Graff, Graff Mfg. C: ., 
has been elected executive chai - 
man- of California Apparel Cre - 
ators, Los Angeles. Other office: ; 
are Walter Weyman, Weyman Br: - 


'thers, vice-chairman, and A. . 


Normandin Sr., Normandin Br: - 
thers, secretary-treasurer. 


Northeastern Ups Reed 

Kenneth Reed, on the sales sta ‘{ 
of Northeastern Distributors, In. ., 
Boston, major appliances, has been 
promoted to sales promotion mar - 
ager. 


per family. 


FACTS ABOUT THE ARGOSY ALL-MAN MARKET 
SEX—98.7% of readers are men. 
AGE—60.9% between 18-34 years .. . average age 32. 


INCOME—70.1% have incomes of $3,000 or more. 28.1% have incomes 
of $5,000 or more. Average income is $4,705. 


MARITAL STATUS—69.7% are married with an average of 1.5 children 


HOME OWNERSHIP—71% live in private homes. 48.5% own their own 


homes. 


AUTOMOBILE OWNERSHIP—68% own a car. 65% have °41 or later 
model, with 11% having a ’48 model. 
NEW ARGOSY ADVANCE SELLS RETAILERS! 

23,000 copies of the ARGOSY ADVANCE are currently merchandising 
national advertisers’ products to top retailers. This new promotional 
trade news digest—in easy-to-read tabloid form—is printed in four sep- 
arate editions—Men’s Wear, Sports Equipment, Beverages, Drug Store 


Merchandise . 


columns are open only to ARGOSY advertisers. 


. each edited by an authority in the field. Advertising 
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DuMont Promotes Moss 

Allen B. DuMont Laboratories, 
Inc., New York, has appointed Jo- 
seph H. Moss Jr. as district man- 
ager of receiver sales in the Chi- 
cago territory. He has been with 
DuMont receiver sales since 1947 
and has been representing DuMont 
in the Midwest during the past 
month. 


Jell-O Rice Pudding Bows 


General Foods Corp., New York, 
is introducing its new Jell-O rice 
pudding with full-page newspaper 
ads and selective announcements 


of a 1¢ sale in all major cities in 
the eastern and central states. 
Young & Rubicam, New York, is 
the agency. 


G-E Promotes Matthes 

Louis H. Matthes has been 
named general sales manager of 
the air conditioning department of 
General Electric Co., with head- 
quarters in Bloomfield, N. J. He 
has been with G-E since 1921. 


Two Appoint Brown Agency 
Arthur F. Brown Associates, 
Boston, has been appointed to han- 


dle the advertising of Southegan 
Valley Paper Co., Wilton, N. H., 
manufacturer of mimeograph pa- 
per, adding machine rolls and re- 
lated items, and Windsor-Em- 
bassy Corp., Milford, N. H., maker 
of items used for duplicating and 
mimeograph equipment and other 
products. 


McClave Elected Treasurer 


John A. E. McClave, vice-presi- 
dent of Lewis & Gilman, Inc., Phil- 
adelphia, has been elected treas- 
urer of the agency. He also super- 
vises account service. 


\Ink—at $1 a Lb.— 
Keeps Lima Daily 
in Operation 


New YorK—During the recent 
dock strike, J. M. Huber Corp. gota 
frantic cable from La Prensa, Lima, 
Peru, asking for 15 drums of news 
ink to be flown air express at 
once. Louis Lara, Huber’s export 
manager, figured that air express 
rates are $85 per 100 lIbs., that 
each drum weighs 500 lbs., and that 


sell MEIN 3 times easier 


Now advertisers find men just about three times easier to sell . . . 


thanks to Argosy. 


oO - « « because facts on the entire American man-market — what it likes, how 


it buys, what it owns — are at last available via the Argosy-sponsored 
nationwide Crossley Survey. Every man with something to sell to other 
men should have this live data while shaping his 1949 sales strategy. 


2) « « » because Argosy focuses extra attention on your advertising through its 
editorial content. This complete man’s magazine, as evolved by 30 
months of editorial research and newsstand pretesting, results in 
Argosy readers giving five hours of their leisure time and at least an 
80% readership to every editorial feature. Fiction, articles, sports and 
hobbies, grooming information, science, self-help, short features, car- 
toons and pictures — they’re all there each and every month to help 
your copy do a more effective selling job. 


'. «+ because Argosy — a magazine that has tripled its guarantee in under 
two years — offers three-quarters-of-a-million men, and men alone, at 
the lowest cost in the men’s field. Only $2.50 per page per M (guar- 
anteed) buys this solid, all-male market plus a unique merchandising 
program developed by leading retail specialists. 


More and more key advertisers are buying this Argosy triple-play 
...Schenley, Philip Morris, Botany, Four Roses, Daly Brothers Shoes, 
Mennen, Chesterfield, Indian Motocycle, Shakespeare Tackle, Wild- 
root, Paris Garter. Today — let your Argosy representative give you 
full details on Argosy’s three part package — the Crossley survey, 
the 100% male market, the Argosy merchandising program. Wire or 
write to: Argosy, 205 East 42nd Street, N. Y. 17 ¢ 333 North Michigan 
Avenue, Chicago 1 « 427 W. Fifth Street, Los Angeles 13. 
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| the total bill would be more than 
$6,000. 

He sent out eight drums, all 
that an airline could handle in 
the time before the expected end 
of the strike. The end of the strike 
came as scheduled and the rest 
went out by ship—and Mr. Lara 
remembers news ink at $1 a pound. 


Walker Promotes Demorest 
John A. Demorest, formerly 
monopoly states sales manager of 
W. A. Taylor & Co., New York, a 
Hiram Walker subsidiary, has been 
appointed manager of the mono- 
poly states division of Hiram 
Walker, Inc., the American sales 
organization handling products of 
Hiram Walker distilleries located 
in Canada and United States. Mr. 
Demorest will make his headquar- 
ters in the home office in Detroit. 


WNOC Appoints Deme 

John Deme, formerly general 
manager of Station WLAD, Dan- 
bury, Conn., has resigned to as- 
sume a similar position at Station 
WNOC, Norwich, Conn. 


Fox RiV _ 
° ER {iting Fine Papers | 


| Dr. Robert R. Aurner, 


| ministration University 


| business letterhead. 


Average cost of 
every letter you write —75¢! For ten, 
$7.50. For twenty, $15, and so forth. 
No wonder letter writers are interested 
in putting more pay in what they say — 
writing Money-Making Mail. 

Everyday millions of words ride the 
mails, written on fine cotton-fiber letter- 
head paper watermarked “by Fox River.” 
As a service to paper-particular American 
business — whose daily business letter 
bill is over $5,000,000 — we've estab- 
lished a Better Letters Division. The 
name states its aim—better /et- 

ters for you. 


Free Sooklers 


— the story of Money-Making Mail 


| and How to Put SOCK in 


Your First Sentence 
are ready. Authored by 


eminent letter authority, 
Pres. Am. Business 
Writing Assn. 1940; 
for 18 years ranking pro- 
fessor of business ad- 


of Wisconsin, Write to- - 
day. Please use your Lo 
Fox River PareR CORPORATION 
1117 Appleton St., Appleton, Wis. 


ns 1 
~f by 
ve w Fok River ¢ 


ONION SKIN, 
LEDGER, watermarked “by FOX River” 
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| NEVERTHELESS, and notwithstanding, 
the New York News poll of New York 
State, wasn’t far off the beam. With 30,000 
_ straws, taken in 14,000 miles of driving, in 
a } 20 days...door to door, house to house, 
', farm to farm—News poll findings were 
well under the 4% margin of error even 
the experts expect. 


—+—=— - =-——-— + ———— 


TOTAL actual vote... 6,141,481 

TOTAL News poll .... 6,135,775 
' ACTUAL News _ ERROR 
; Dewey 46.2% 49.2% 3.0% 
| Truman 45.5 44.1 1.4 

Wallace 8.3 6.7 1.6 


This last poll of The News... 
...-pointed out that 4.4% of the voters 
“hadn’t yet made up their minds,” and 


News pollers escape 
post-election pink... 


The eminent poll-takers who faced the post-election 
period with a feverish flush...can find comfort in the 
News poll—as the exception that proves the routine. 

To paraphrase William Shakespeare, another prominent 
pulse-feeler in his day...the fault is not with the polls, but 
‘ with the public! Some 90 million people were qualified to 
vote. Only 60 million registered —and 47 million voted!...No 


iy. 4 


poller can probe the individual citizen’s conscience. 


“if a majority decided on Truman, could 
reduce the Dewey percentage.” 
... scored a bulls-eye on the Dewey 
vote in scores of counties, cities, towns, 
wards, and assembly districts 
...in Buffalo came within seven-tenths 
of 1%, predicted that Truman would run 
stronger than Roosevelt four years ago 
..-predicted the Dewey vote exactly in 
Yates County— 
...in nine counties showed an error of 
less than 1%: 
...One-tenth in Greene, Madison, and 
Tioga; two-tenths in Herkimer; three- 
tenths in Dutchess and in Jefferson; 
four-fifths in Tompkins; and five-tenths 
in Fulton and Steuben counties. 

In a few areas the poll went wrong 


CANA 


US Cimon ¢ - 


including Saratoga, Franklin, Rensselaer, 
and Scoharie counties, where Dewey was 
overpolled by 13.6%, 13.3%, 12.9% and 
12.6% ...in Kings County where the 
excess was about 5%. And The News is 
already planning new surveys to analyze 
conditions in the several spots where the 
poll results went sour. 

Since 1928, The News has conducted 
17 pre-election polls...missed only twice, 
straddled once, and was right 14 times! 

This paper has no private crystal ball, 
no particular techniques of poll-taking. 
We believe the polls are news, and try 
to get them current and correct... Aware 
that sentiment as well as statistics can 


change overnight, the News | 
poll was started later, ran £ a 
J 
ee: 


right up to election, to keep I i 
the facts fresh. 

A more important factor 
is an intangible. . . the faith, 
interest, and respect of its | 
readers in The News...and the mutual 
understanding of this newspaper and its 
market. The News is closer to its audience 
—and the audience is closer to The News. 

If you have merchandise to sell... 
the same meshing of customers and 
medium makes The News the most 
successful selling tool in New York! 


: f 
EE et Spee oe 
“ 5 


(eS eee ee Oe Pe a ae ee ee 
_. gree ESS Lhe: 
a ; ~~, eo el S$ 

C2 ad wow \ “~ en, 
Bes. : - Ay x ~ 
a — ee & Ss 
: : \ —— “p —— y 
’ ——— og F =, / , - 
a = ec ; : pa: <te ~~ 
i ' oa et ft iff © — ; , ie i sae 
gg EET NES 2 a oe 
A a the , Birt. isd 7 
: De ; ¥ Z iv" ) - 3 
— A the . 
‘a y - 4 i v2 
est ’ Pa 
y . aE 
| , 
— sow! WO7p. 
ey f ma F + 
o— % etn % 7 
: - ianteas Q ay 
"7 med ~ ta] 
' wy on 
: ; Me, “eng 
: | : wp) % 
4 - 
Me ; ‘ 
* | 
- : ¢ 
Lig ; 
ina 
eng 
Beis. 
ies 
e 
Be 
— 
ae ! : 
oY | 
a | 
4 } 
4 | 
oi cena ALLY yn, 
sas Se 
mar siete Fee " : New 
ss F eg | 
&§ al SHIPS AT 
_ DIAN PiEps 


idvertising Age, December 13, 1948 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 

Van Roalte 


2, 
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The only nylons 


with the mesh pane! for flawless freedom of the toca, 

Ven Raslie stockings give you transparent perfection, 
jn your very own girdle length. 

At bewer stores. $135 to $1.95 


EXCLUSIVE—Van Raalte Co., New York, uses American Beauty rose design and 
color in this magazine page for its Flextoe nylon stockings. 


< 


T00! 


- DEBATERS—Sheldon F. Johnson, sales 
promotion manager, Westinghouse Elec- 
tric Co. (center), who is president of 
Eastern Industrial Advertisers, gives final 
“come out fighting’ advice to Walter 
Weir, Walter Weir, Inc. (left), and Jerome 
B. Gray, Gray & Rogers, beforé their 
debate on agency services at EIA meeting 
in Philadelphia. (Story on Page 48.) 


THE PRIZE—Grantland Rice (left) is given 
a preview of the Sport magazine trophy 
by O. J. Elder, president of Macfadden 
Publications and publisher of Sport. The 
awards, which will be given to the 11 
outstanding performers of 1948, will be 
presented Jan. 19 at a dinner at the Astor 
Hotel, New York. 


Ye save wi’ 


-SER-R-RVICE 


DOUBLE DUTY—Ford Motor Co. uses this tartan-didied baby the position of the small Scotsman and the sales message. The 


in December posters to advertise its cars and service by shuffling poster panels are handled by J, Walter Thompson Ce. 


GIFT FROM LONDON—A mantel piece made of timbers from the bombed-out House 
of Commons and Guild Hall in London, is presented by Alfred Pemberton, immediate 
past president of the Thirty Club of London, to Andrew J. Haire, president of the 
Advertising Club of New York. Left to right in this ceremonial group are Elon G. 
Borton, president, Advertising Federation of America; King Woodbridge, president, 
Dictaphone Corp., a past president of the New York club; Mr. Haire, president of 
Haire Publishing Co.; Mr. Pemberton, head of the Alfred Pemberton Advertising 
Agency, London, and Gilbert T. Hodges, New York Sun, a past president of the 
Advertising Club of New York. 


Ghee Vee Rese to Remember. 


Ne ON ae tn Oe 8 a Me te Af a 
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FLOWERY—In the New Yorker page at the left, Frankfort Distillers Corp. recommends 

Four Roses for special friends on yous gift list. In the same issue, Melrose & Co., 

Schenley division, insists there’s ‘one perfect rose to remember” as a ‘symbol of 
gracious giving.” 


HIRAM WALKER TEAM—Ross Corbit (center), recently made president and general 

sales manager of Hiram Walker, Inc., Detroit (AA, Nov. 15), poses with his right 

hand men: James C. Swan (left), advertising manager, and John Toland, national 
sales promotion manager. 


HOLIDAY PACKS—Tugenberg Bakeries, Milwaukee, now distributing its Christmas 
pfeffernvesse nationally, has packaged it in a white, red and green cellophane 
printed wrapper for the holiday season. It is shown here with its companion product, 
Tugies coconut Smacaroons. 
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Beautiful and Look have been 
,added for the 1949 series of pro- 
| motional campaigns. 


Roos Steps up Cedar 
Chest Push for 1949 


ads, radio commercials and pub- 


CuiIcaGco—Ed Roos Co., manu-|** 
facturer of Sweetheart cedar |licity releases also have been pre- 
chests, will open its stepped-up Pared by the H. M. Gross Co., 
1949 campaign with a two-color|Chicago agency handling the ac- 
° half-page ad in the Feb. 1 Look, | Count. 
First insertion in the new series 
features the company’s cedar chests Sugardale Names Muench 


as Valentine gifts, and plays up | Sugardale Provision Co., Canton, 

two modern style chests recently O., meat packer, has placed 

designed by Leo Jiranek, New @dvertising with C. Wendel 

York designer, for Roos’ invasion Muench & Co., Chicago. Outdoor, 
gerd radio, newspaper and _ point-of- 

of the high style market. sale advertising will be used. 

In addition to Ladies’ Home 


Journal and Seventeen, which have Rittling Appoints Barnes 
been on the schedule for some, John C. Barnes, formerly vice- 
time, Guide for the Bride, House president of sales of National Radi- 


Dealer kits with blow-ups of the 


its | Johnson Machine Co., Minneapolis, | 


ator Co., has been appointed vice- 
president of sales of the eastern 
division of Rittling Corp., Buffalo, 
manufacturer of heating equip- 
ment. Mr. Barnes will make his 
headquarters in Philadelphia. 


Two Appoint Foulke Agency 
Foulke Agency, Minneapolis, has 
been named to direct the advertis- 
ing of the E. G. Staude division of 
Sperry Corp., St. Paul, maker of 
packaging machinery, and Mereen- | 


maker of woodworking machinery, | 
effective January, 1949. 
Appoints Hahnle Agency 


Cincinnati Gardens, Inc., has) 
placed its advertising with Hahnle | 
|Advertising Agency, Cincinnati- 
The _ initial promotions being 
planned are a series of three ela-| 


MAC WILKINS MEMORIAL—The Oregon Advertising Club’s first annual Mac Wilkins 
Memorial trophy was won by Iron Fireman Mfg. Co., whose treasurer, Frank S. Hecox 


SES a Ee 
: 


- _| (second from left) received the trophy for the company. With him are (from lef: pI 
5 th ome vn ao gppellagay + ne the club’s president, James Mount, KXL, Portland; Joseph R. Gerber, preside: ar 

Ae bal 3a Paps as Ee ey ee A ’ & , : | Joseph R. Gerber Co., Iron Fireman’s agency, holding companion trophy; Gilbe:+ 
: Be Bh: a ; Sos “ee |Acqua-Parade, and the Skating ‘ 5 Pt" = 
, f ee ee Vanities Stanton, president, Advertising Association of the West, and Arthur House, ir 
L A U 0 F N C E | N C or quality 2 ee . House & Leland, Portland, chairman of the award day luncheon. D 
_ ’ * photo engravings | ~§ of 
_ et | ay a , g - 8 Pearson Ups Ad Schedule |for Dew spray deodorant. The| Linit'’s 1949 Drive pi 
ee re ear ae sta oi age | oe Co., New increase will become effective st 
<j Scena ae! ae es ‘go eae ee at on Las York, will add 15 national mag- | early in 1949. Harry B. Cohen Ad- - , 
azines to the present schedule of vertising Co., New York, is the to Be Kicked Off 2 

ten magazines now carrying ads | agency. ° ° 

with Fashion Show : 
pe pass . New YorK—Feature of Corn A 
ee digi Pees. ee oe |Products Refining Co.’s 1949 pro- § y 

ws . . pat oe “* sis . |}motion of Linit starch will be a 
e a : st 
x 0 Reach High Purchasing Power in The Philippin s, Malay uf AYZ ‘gala fashion show at the Waldorf § A 

; : ‘ uy Ga. . ~ 

hie . — H TI Astoria on Feb. 2. Object of ti. te 

3 nd Influential Businessmen | a Kay promotion, the first ever sponsored 
all Le “5 by Linit division of the company, . 
* cceaieaaidal - Sed a F will be to merchandise the use: p 
Landing capital goods import- of the starch with the them« le 
ers gave LIFE International “Fashion Accents Crisp.” ‘ 
more votesas * Read Regularly” Fifteen of the nation’s “name” 5 
After an existence of only two years, LIFE Inter- than any other U.S. or British designers have been retained to n 
national in 1948 is already delivering the /argest export magazine. design three advance summer out- § n 
circulation of uniformly top quality in the U.S. (Source: Survey by Roy Farrell Export-Import fits each, all in starchable cotton, P 
export magazine field. The evidence comes from Company of Hong Kong, Ltd.) poetry —- Zo oar Shon f 

. guests 
every quarter of the globe... The outfits to be shown include D 
children’s and teen dresses, wo- r 
men’s formal evening wear, and C 
resort and summer clothes. These t 
are expected to be made available q 
through department stores and re- c 
In Belgium, France, Switzerland In Latin America and tall shops tater tm the season. 
Linit will capitalize on the pro- I 
The West Indies motion incident to the style show c 
by featuring the importance of q 

Top management men in 6,000 starching for high fashion cottons 
leading business houses were in full-color ads in Capper’s ( 
. — = — polled in three languages by Farmer, Country Gentleman, Farm 
—<« ia . SSS Dun & Bradstreet as to maga- Journal, Household, Ladies’ Home q 
—— a 2 oe, Wi a” zine reading habits. Among Journal, Life, McCall’s, Modern ’ 
some 60 magazines receiving Romances, Modern Screen, Motion { 
Three separate market research organizations,* after mentions as “Read Regularly” egg tears Reed. Aap ton ll | 
extensive personal-interview studies in key cities, con- LIFE International stood sec- fessions True Story pele aaiatins 

clude that: “The one most outstanding fact about ond—read by 47% of respond- Some Companion. 
readers of LIFE International is their superior eco- ents as compared with 50% for In addition, the company wil! | 
nomic status—80% are in the upper and upper-middle the first-choice magazine. publicize the event with a contest 

income groups.” among the country’s models to se- 

For example, ownership of automobiles among LIFE lect a “crisp look girl.” The winne 


International readers was found to be exceptionally 
high compared with national averages for these coun- 
tries. Of LIFE International families in Belgium, 409% 
own cars; in France—47%; in Switzerland—29%. 


* Analyses Economique et Sociales, SA, Switzerland. 
Service de Sondages et Statistiques, France. 
Institut pour I’ Etude du Marché, Belgium. 


In The Union of South Africa, 
The Netherlands, Brazil, China 
and The United Kingdom 


The significant index of car ownership among LIFE 
International readers again remains consistently high— 
from 77% in South Africa to 21% in The Netherlands 
(where the national average is less than 3%). 


LIFE International readers, in general, represent a 
high level of education and occupy important positions 
in business management, government and the pro- 
fessions. 

(Source; 8,388 replies to mail questionnaire.) 


will receive a $100 bond and a 
dress selected from the show. Linit 
also will push the show with a 
contest on a group of daytime radi 
shows for starching hints. Grand 
prize will be an all-expense trip 
to see the show in New York. 

C. L. Miller & Co. is the agency. 


Circulation Growth 


Despite many restrictions, LIFE International’s circulation has 
more than trebled the former foreign circulation of LIFE’s 


Former foreign circulation of LIFE (U. S. Edition).. 75,000 Msg, Fins tomy +3 cong ~f 

‘ a s , cy, in- 
July 22, 1946 (first issue of LIFE International)...... 186,721 cinnati, have signed a three-year 
First six months of 1947 ......cccccccccccccccccccs 237,819 contract to broadcast the games of 
First six months of 1948 ...........050200+ onecene 248,898 the Cincinnati Reds over WCPO 


and a network of 16 other AM and 
FM stations. All games, at home 
and away, are included in the con- 
tract. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


RUSINESS * FARM GENERAL 
PAPERS PAPERS MAGAZINES 


343 So. Dearborn St, Chicago 4 


The high price (subscriptions—$6 to $8 per year), restricted 
supply and the world-wide interest in pictures have pushed 
secondary or pass-along readership to huge figures. It is esti- 
mated that at least 2,500,000 people in more than 100 coun- 
tries will see your advertising in LIFE International. 


INTERNATIONAL 
9 Rockefeller Plaza, New York 20, N. Y. 
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Business Papers 
to Aid Industrial 
Scrap Campaign 


New YorkK—The business paper 
,dvisory committee of the Adver- 
ising Council has assumed re- 
sponsibility for conducting and 
yromoting, in business papers, a 
1ationwide advertising campaign 
‘¢ salvage steel scrap from in- 
justrial sources. 

Secretary of Commerce Charles 
Sawyer, who was scheduled to ad- 
iress a meeting here to approve 
the program but whose plane was 
grounded in Washington, sent a 
wire outlining the need for the 
campaign to maintain steel mill 
production capacities and to build 
an emergency stockpile. 

Alex Miller, adviser on scrap 
iron and steel to the Commerce 
Department, emphasized the value 
of this campaign through business 
papers. Scrap steel and iron con- 
sumption in the country in 1948, 
he said, will reach the record total 
of 29,000,000 tons, or about 3,000,- 
000 more than in 1947. He praised 
the metal scrap campaign of the 
Advertising Council during the 
war, and cited results of current 
scrap drives by the Association of 
American Railroads, General Mo- 
tors and Eastman Kodak. 


a “The price of scrap,” he ex- 
plained, “is now at its highest 
level. Every industry has quantities 
of it available. In the event of war, 
5,000,000 tons of scrap would be 
needed to fill the pipelines of the 
nation’s economy while a large 
part of industry is being converted 
from peace to war.” 

Relatively small imports of scrap, 
Mr. Miller explained, can be ex- 
pected from Germany. Although 
German scrap available is now es- 
timated to total between 15,000,000 
and 18,000,000 tons, the import 
quota—which has not yet been 
reached—is only 100,000 tons a 
month. Meanwhile, the steel in- 
dustry is consuming an average of 
2,500,000 tons monthly. 

Plans for the business paper 
campaign will be announced soon. 
Edwin F. Thayer, publisher of 
Tide, is chairman of the committee. 
James Thomas Chirurg Co., volun- 
teer agency, will prepare the ads 
for it. 


Promotes Smoked Oysters 


E. H. Bendiksen Co., Ocean 
Park, Wash., is using direct mail 
and national magazines to promote 
its gift package of crabapple- 
smoked oysters. Magazines being 
used are Esquire, Holiday and The 


New Yorker. Botsford, Constan- 
tine & Gardner, Seattle, is the 
agency. 


Flo-Ball Pen Names Gilbert 


Jack Gilbert, formerly vice-pres- 
ident and director of Pacific Coast 
activities of the Nat Gavender 
Buying Organization, has been 
named director of sales of Flo-Ball 
Pen Corp., Hollywood. Ernie Harns- 
berger has been appointed west- 
ern sales manager. 


Telecasts Parade of Roses 
Hoffman Radio Corp., Los An- 
geles, will sponsor the telecast of 
the Tournament of Roses Parade 
over Station KFI-TV, Los Angeles. 
The parade is an annual event 
held New Year’s Day in Pasadena. 


remember 
Business 


Associate: 


: ae ies oe go aie ee Me eS 


Dec. 27-29. American Market- 
ing Association, winter conference, 
Allerton Hotel, Cleveland. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 


Jan. 23-26. Advertising Asso- 
ciation of the West, midwinter 
conference, Santa Barbara, Cal. 

Feb. 14-15. Inland Daily Press 


'| Association, 65th midwinter meet- 


ing, Congress Hotel, Chicago. 
April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 
April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 
May 20-21. International Affil- 


iation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 


Ferguson to Newey-Ayers 


Hazel R. Ferguson, who resigned 
as vice-president and director of 
public relations of Butler Brothers, 
last June, has become an associate 
of Newey-Ayers Organization, Chi- 
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cago. Newey-Ayers, which was 
formed Nov. 1, is successor to 
William L. Ayers & Associates, 
public relations organization. 
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VEC HELE ° 


While the richly satisfying joy of giving fills our hearts with gaiety and hap- 
piness during this anniversary of One whose birth was lighted by a star of 
promise over Bethlehem, the spirit of every race and creed and color is 
hopefully joined in prayer for the coming of lasting peace .. . a peace to 
assure adjustment of selfish differences between men and nations; a peace 
to secure the free and fearless pursuit of life, and the deserved rewards of 
spiritual and material success—‘‘peace on earth, good will toward men”. 
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Weir, Gray Urge 
Agencies Not to 
Be Too Generous 


PHILADELPHIA—Business and in- 
dustrial managements were taken 
to task here for their growing con- 
cern about a fourth round of wage 
demands for 1949, and instead were 
urged to increase the efficiency of 
their business. 

The dressing down was deliv- 
ered by Walter Weir, head of 
Walter Weir, Inc., New York, 
during what had been touted as a 
debate between Mr. Weir and 
Jerome Gray, head of Gray & 
Rogers, Philadelphia agency. The 
supposed debate, which found both 
advertising men saying the same 
things about agencies, took place 
at a meeting of the Eastern Indus- 
trial Advertisers on Dec. 2. 

“May I ask what is wrong with 
more people having more money 
to spend?,” Mr. Weir asked. “The 
whole history of this country has 
been one of a constantly broad- 
ening distribution of wealth.” 

He went on to say that even 
with a “modicum of increase in 
management efficiency” industry 
not only would survive the fourth 
round increase but would probably 
hold up till the 15th. In fact, he 
pointed out, the new wage increase 
might even help move some of the 
merchandise that is currently back- 
ing up on the nation’s dealers. 


s In his portion of the “debate,” 


Mr. Weir elaborated on his well- 
known theme of “stick to advertis- 
ing.” He expressed the belief that 
if the net profit of the average 
agency is falling, one of the chief 


causes may be the fact that many 
agencies are rendering services 
not contemplated when the 15% 
basis was originally decided upon. 

“I believe I also stated previ-| 
ously that it might not be bad 
management if some of these extra 
services were either eliminaied or 
charged for,” he said, later ad-' 
mitting that he had 12 departments 
in his agency to service clients. | 

“I believe specifically that if| 
agencies offered less meringue | 
and more pie, they, as well as their 
clients, would be better fed,” he 
added. 

However, Mr. Weir hastily added 
that because of the wasteful way 
in which so many businesses are 
run, the average agency should and 
must offer services far beyond that 
originally contemplated as its prov- 
ince “for its own protection.” 


es Mr. Gray, whose agency em- 


AL 


Artists like the way | 
we faithfully match | 
their colors | 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


ploys the theme of “depth-of-ser- 
vice,” also advised agencies to 
charge for the extra services, add- 
ing that he felt there is no limit 
to services an agency should pro- 
vide for clients. 

“Our clients forced us into sup- 
plying comprehensive service be- 
cause they demanded such things 
as puppet shows, round table dis- 
cussions, etc.,” he explained. 

However, he admitted his agency 
was forced into it willingly and for 
a profit. “I believe in depth of ser- 
vice and I believe an ad agency can 
be of value to its clients in pro- 
portion to the familiarity it devel- 
ops with the clients’ businesses.” 
He defines “depth of service” to 
include “development of sales 
training courses, design of con- 
vention displays, addressing sales 
meetings, and working cheerfully 
on any conceivable medium of 
direct advertising.” 

The two-way discussion followed 
a group of three clinics and a din- 
ner. Sheldon F. Johnson, vice-pres- 
ident of Eastern Industrial Adver- 
tisers and sales promotion manager 


for Westinghouse Electric Co., | 


acted as moderator. 

Clinics included: “What Should 
an Advertising Agency Expect 
from Its Clients?” which was co-| 
chairmanned by D. T. Beaumont, of 
Beaumont, Heller and Sperling, 
and Harris D. McKinney, of Harris | 
D. McKinney Organization; “What | 
Should An Advertiser Expect from | 
Its Agency?” with W. J. Culbert- | 
son, advertising manager, A. B. | 
Farquhar Co., and William B. 
Daub, of Sun Oil Co.’s industrial | 
advertising department, as co-| 
chairmen; and “How Can Space| 
Representatives, Printers, Engrav- 
ers, Etc., Better Serve Advertisers 
and Agencies?” with Lewis Nei- 
bauer, Edward Stern & Co., and 
David G. Jones, McGraw-Hill, co- 
chairmen. 


My Name Styles to Goldgar 
Mike Goldgar Co., Boston, has 
been appointed to direct the ad- 
vertising of My Name Styles, Bos- 
ton. Josephine Young Welch, for- 
merly program director of Station 
WSAR, Fall River, has been elected 


vice-president and member of the 


NBC ENTERTAINS—Warren Wade (left), 


national production manager, NBC tele 

vision: Reynold R. Kraft. assistant to the network's national sales director: Winsloy 

H. Case, vice-president, Campbell-Ewald Co., and Bob White, NBC account executiv: 
talk things over at an NBC party in New York. 


board of directors of the Goldgar 
agency. 


Meredith Names Wampler 


Cloud Wampler, president of 
Carrier Corp., has been named to 
the board of directors of Meredith 
Syracuse Television Corp., opera- 
tor of television station WHEN, 
Syracuse, wholly owned subsidiary 


of Meredith Publishing Co., which 
is expected to be on the air late 
this month. 


BBDO Appoints Carter 


Nick Carter, formerly with Lo- 
gan & Cox, San Francisco art firm, 
has been appointed art director in 
the San Francisco office of Batten, 
Barton, Durstine & Osborn. 


PUT THESE SHOPPERS BACK 


@ In the East's fastest growing major 
market*, you put 57.5% of the 343,654* 
Baltimore City Zone families back into your 
sales picture with the News-Post. Your mes- 
sage goes into 197,666 of their homes — 
more than any other daily newspaper. Total 


Net Paid 226,464. 


To bring your Baltimore sales up to par bring 
your Baltimore market information up-to-date. 


@ In 1947, while Baltimore fami- 
lies spent $351 Million in Food 
Stores alone**, Baltimore retailers 
were placing a new high of more 
than 10,000,000 lines of retail 
advertising in the News-Post. 


@ You have to reach these families before 


you can sell them. And to reach these fami- 
lies easily, follow the lead of Baltimore mer- 


chants who are using the News-Post more 
than ever before. It's your best bet, your 
biggest buy in Baltimore. 


“ABC City Zone based on Bureau of Census—1947 Report 
for Baltimore Metropolitan District, Among the ten largest 
markets in the U.S., Baltimore's rate of growth is exceeded 
by only two West Coast Cities. 


**Sales Management Survey of Buying Power, 1948. 


First in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Ric ey, ar arr a eer ae a RS erm gh I eR 
. ele se eee a a ne ee ta ae Be isla Tee ie " ‘ — eda - a i Sa : Soe ™ 2 on woe i Set «pale ati . 2 os meee, = me es <*>: ee iene a ae eee es e ne a baie NS ee : vor 
ne 48 Advertising Age, December 13, 1:43 By dv 
| | 
aor met * ‘ eo a ith eee Pid tn 2 , m ba 
- 3 to) af F pal md oe A " 
: : os oe a 
aS . a 4 a q »? 
fa . ag f eg a 4 a rs i eget * ‘ ae - 
) i -_ See Pea ‘ 
coi \ aa Ke ; % .. £2 ) 
ay : . Tye . gate oe. ¥ eee ee : NI 
i ic 3 ie At ee ae eae ee take 
: , i ee? wa pg Pa 4 Daa Sree s —— , ae 
s . ee . eg +9 ; a i sn hee a tee oe i £ te . Ps ‘ By s es ’ oF Ss to 8 
eh J eee oa oe gghane lie ag fa 7 me. 7 . 4 nis 3 - # ‘ 
: ag re a “aan eee he sid ot, "ey mn an. fz ey $ és tone 
” rs ivetdeo: Samer. Ng Rea Ee : mo Me a oh Aa 
" 820s Sie ee PO oe: eee ey. ry | mae: vey 
. ee: 0 ¢ ; Ae ae ene re with 
: . ' ah * Jue, i a oe a : 
PF ‘ nS ie ie 
: -, Tl 
: ’ cem 
he =v Mas 
: - of 
, ® high 
o ae Cn Scene Rete S 5: ty es eee Sup 
a of | 
i stee 
: po are 
+ | ee 2% 
Ir 
- ben 
js basi 
—- 86% 
ee ». 2 : A 
: a Ee A STE SEE Sy ENE ce EE SS I a ae a A, Re aan eee enn 
we 
) ee 
; 
) C C ] ER 
| | 
| + SS | 
z : ze < 
- : ) — : a y . é E J ra 
P| » 4 ’ . ‘i 
f i 7 f, 4 4 ? 
, i J - ae TF - ay . cere ’ a a 
| . ea a . = = - ; i | ‘ > 
; | . i a a ; aire ae S ee, pa an : i 
2 : F Pee a eer Re, "int, «fis Le . * 
_ [4 as ae fe ee Cae ey URS : oo = 
4 ; ) : « Tiny Pi “Se e: < J ° at. S pees m5 Pare se ere ts : Es : 
| Le 4 ‘a Rie 4 re - 2S Peas PS pkgs ‘ x “Ss 
ts . / j oe ‘ : age ‘nn i ESI Py Sara : >. 
P | i! pes, (i eo . 
oe 4 F ° ss ie ‘ p: ee m 2" Re j a5 an . ae ji ks “e . * d 
ss P ‘ +h a se @- gee kk Re: pote es es ag 4 
tee | | Oe é — - ae J tee a yr ni 4 ee a ne * a : a, 3 
+ » Ss Oe b bee, mat = vy “i * 
‘ , isin ee it bee 
re | eld — Vw. 
i ; " he * 4 » fe a ee Sena Re : sy * 
a | ; ae . ts te Abe “oo Fons ie % 
ste b. | Yond : eer le a ane » 
fice _- i, ie ek Raa: ge 2 " % 
) | EE eae nah ae ae 
aah ee aoe me am 
: | ie, Seta 
i ; “ger: =i ’ 
= Ss ee we 
ie i ; 
ee j — | Fe pte 
Boek we ; o ap yeni a a he BG 
se o fe: pee aa 9 
a ae + Mees 
eee. ; PPPOE EEE EEE EEE EEE EEE SEES ee Pe 
ae ’ j av ig 
Bay 
ne , | 3 
E y (4 ce | | 
= \ — bet 
ane ao + ya ~ 
Bose > qt 
“3 g& ‘| | 
- that | 
Baie 
a Se | 
| ee 
| : 
’ 
Ber | 
ee eae . . 4 & ya 
ee? ren 
ean? +| a 
_ CUOME 
as as, / FINE OFFSET PRINTING } 
fae . ‘ ; ce 
ry Po | 


BC tel: 
Winsloy 
Kecutive 


——___ 


air late 


ith Lo- 
rt firm, 
ctor in 
Batten, 


13, 1°48 


Basing Point System 
Should Be Revived, 
2% Say in Survey 


New YorK—Congress should 
take steps to legalize the basing 
point method of pricing, according 
to 82% of the respondents ques- 
tioned by Mill & Factory in a sur- 
vey of 1,000 industrial executives 
with all types and sizes of manu- 
facturing companies. 

The study, reported in the De- 
cember issue of the Conover- 
Mast publication, shows that 70% 
of the companies are paying 


Shigher prices as a result of the 


Supreme Court decision which 
eliminated the basing point method 
of pricing commodities such as 
steel, cement, etc. The same prices 
are being paid by 28%, while 
2% reported lower prices. 
Industry as a whole will not 
benefit from abandonment of the 
basing point method, according to 
86% of the respondents. 
Asked if their companies had 
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found it necessary to change their|Guggenheim Joins KNBH, 


pricing methods, or expected to, 
38% of the respondents said 
“Yes.” 

The executive of one midwestern 
company wrote, “It is our belief 
that the prohibition of freight ab- 
sorption might work to the advan- 
tage of a few of the larger com- 
panies with multiple plants, but to 
the industry in general it would be 
a calamity...” A different view 
was expressed by the official of a 
West Coast firm who said: “It 
is the writer’s personal opinion 
that small and medium size busi- 
nesses, and particularly Pacific 
Coast businesses, will be aided 
more than they will be injured by 
elimination of the basing point 
system. I also feel that in the long 
run the consumer may be bene- 
fited.” 


Dorland Adds 3 Accounts 


The following accounts have ap- 
pointed Dorland, Inc., New York, 
to handle their advertising: Block 
International Corp., American 
Safety Table Co. and Ginsberg 
Machine Co. 


New Hollywood TV Station 

Robert Guggenheim Jr. has 
joined KNBH, the NBC Hollywood 
television station, to handle film 
operation. He was formerly an as- 
sistant producer at 20th Century- 
Fox studios and before that a pro- 
ducer for CBS. 

The station expects to be in 
operation before the end of Janu- 
ary, 1949. Initial operations will be 
limited to five days weekly, Sun- 
day through Thursday, with com- 
mercial rates set at $500 per hour. 
Studio usage charge will be $750 
for live, and $250 for film pro- 
grams. 


Utensil Makers Name Duncan 

William A. Duncan, formerly 
advertising manager of Hamilton 
Beach Co., has been appointed di- 
rector of promotion of Enameled 
Utensil Manufacturers Council, 
Chicago. 


Lewin Names Waterbury V. P. 
Donald N. Waterbury, executive 
art director of A. W. Lewin Co., 
New York, has been named a vice- 
president. He has been with the 
agency since its establishment. 


Packard-Bell Using 
AM-TV-FM Talent 


Show in California 


Los ANGELES—Packard-Bell, ra- 
dio and television manufacturer, 
has embarked on its most ambi- 
tious promotion to date with a 
combination radio and television 
program which offers dealers in 
southern California a direct in- 
the-store promotion tie-up. The 
program, “Television Talent Test,” 
is telecast and broadcast over KFI- 
TV, KFI and KFI-FM. 

The company has divided its 
southern California distributors 
into 12 sections, from San Diego 
to Santa Barbara, and as far east- 
ward as San Bernardino. In each 
area, local talent is secured, both 
amateur and professional, for the 
show dedicated to that area. 

Entrants secure applications 
from their local dealers, who in 
turn hold open house on Saturday 
nights as a showcase for the show 
and the product as well. Late- 


K| INTO THE PICTURE TO 


| BALTIMORE 


comers get a playback waxed with 
the company’s PhonOcord. 

During the five weeks preceding 
a specific area’s appearance on the 
show, newspapers blanket the sec- 
tion with publicity stories and 
paid Packard-Bell space. Audi- 
tions are held during this period. 

Where more than one community 
is a part of an area, run-offs are 
held in local theaters, which af- 
ford added promotion as _ well 
as giving the theaters an “added 
attraction.” Winners on _ each 
week’s “Talent Test” are given 
a choice of a portable PhonOcord 
or a chairside radio-phonograph 
combination. 

On the 13th week, the winners 
from each of the 12 areas will com- 
pete for a television contract with 
KFI-TV. Other prizes will include 
a large television-radio-phono- 
graph combination. 

Abbott Kimball Co. handles the 
account. 


Adclub Plans Forum 


The Advertising Club of Grand 
Rapids will sponsor a “Forum for 
*49” on Jan. 21 in Grand Rapids. 
The purpose of the forum, first in 
an annual series of advertising 
forums, will be to survey the latest 
developments in the major phases 
of advertising and its related fields, 
marketing and merchandising. 


When it comes to reader heat, the 
higher the thermometer reading 
the better the response to adver- 
vertising. Dr. Raymond Franzen, 
noted audience analyst, now re- 
veals that PARENTS’ MAGAZINE 
generates a higher degree of 
reader heat than any other mag- 
azine—this from a comprehensive 
survey of 1,000 subscribers in 
every corner of the nation! 


Dr. Franzen found that: 

@ PARENTS’ MAGAZINE is the one mag- 
azine giving its readers the greatest 
confidence in products and services 
advertised in its pages. 

PARENTS’ MAGAZINE is the one mag- 
azine read the most for important 
information—not recreation. 
PARENTS’ MAGAZINE is the one mag- 
azine kept longest by readers. 
PARENTS’ MAGAZINE is the one mag- 
azine most helpful in keeping readers 
and their families in good health. 
PARENTS’ MAGAZINE is the one mag- 
azine most helpful in solving general 
family problems of readers. 


Ask your space cepresentative today for 
a copy of “Reader Heat". Find out how 
this heat can stimulate extra sales for youl 


More than 1,200,000 circulation in 
families with children 


‘PARENTS’ 


— magazine 
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WFHA to Open Branch Studios 
WFHA, FM affiliate of Station 
WKNB, New Britain, Conn., soon 
will open branch studios at 11 
Asylum St., Hartford, Conn. 


Skutch Joins Berger 

Robert E. Skutch, formerly with 
Young & Rubicam, New York, has 
joined Alfred Paul Berger Co., 
New York, as account executive. 


ary you} Remember 
eg WM. F. RUPERT 


RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 


BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
LISTS CH 2-3757 


Appoints Saltonstall 


Ellen Saltonstall, formerly with 
S. Richard Stern, New York pub- 
licity company, and previously 
with William R. Harshe & Associ- 
ates, has been named publicity di- 
rector of Pan-American Coffee Bu- 


reau, New York. 


‘National Jeweler’ Ups Rates 

National Jeweler, Chicago, has 
increased its advertising rates 20%, 
with the basic page rate raised 
from $150 to $180. The publica- 
tion’s controlled circulation has 
been increased to 31,800. 


H]DB-H]DE Names Guzman 


Meichor Guzman Co., New York, 
has been named United States and 
Canadian representative of HJDB- 
HJDE, La Voz de Antioquia, Me- 
.dellin, Colombia. 


Landa 


Philadelphia 


HIGHSPOT BULLETINS 


SPECTACULARS * WALLS 


NOVEMBER BUSINESS PAPER ADVERTISING VOLUME oa 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced | Pjectrical Dealer .......... 60 


without written permission. 
and have standard 7x10-inch type page. 


Industrial Group 


Aero Digest ......6.-++555 


American Aviation 


Ps sb dbneusée obese coven 
American Builder ......... 
American City ..........-- 
American’ Machinist (bi-w.) 
American Printer ......... 


Analytical Chemistry 
Architectural Forum 
Architectural Record 


Automotive Industries 

(semi-m0.) ....-66-0e005% 
Aviation Maintenance 
Aviation Week .........--- 
Bakers’ Helper (bi-w.)..... 
BeGGime cc ccccsccccccccess 
Better Roads ..........--+-- 
Brewers’ Digest .......---- 


Brick & Clay Record 


Bus Transportation ........ 
Butane-Propane News 
Canner (W.) .ccccsceceess 
Ceramic Industry .......-- 
Chemical & Engineer- 

ing News (w.) ...-++++-- 
Chemical Engineering 


Chemical Industries 


Chemical Processing Pre- 

TID cccccccccsescccccess 
Civil Engineering ......--- 
Coal Age ...cccccccceseces 
Commercial Car Journal... . 
Construction Digest (bi-w.) 


Construction Meth 


Constructor ....---eseerees 
Contractors Engineers 


Monthly (9mx14) 


the body beaut 


or 


nylons 


cosmetics. 


tells 


the intimate, 


.. for the correct t ype 


on every job 


you ha vea choice 


of over 500 faces 


> 
. 
< 
a 
we) 
O 
i 
> 


mMonsen 


22 East Illinois Street 


feminine story 


correctly 


LOS ANGELES... 


8 South Figueroa Street 


Unless otherwise noted, all publications 


Cosgrove’s Magazine ...... 
ES 
DE ME «¢ oc caebesescce 
Diesel Progress (9x12)..... 
Distribution Age .........- 
Drug & Cosmetic Industry. . 
Electric Light & Power.... 
Electrical Engineering ..... 
Electrical Construction & 

DEON Sccicawvesecs 
Electrical South ........... 
Electrical West .........;-; 
Electrical World (w.)...... 
Dy. o deectewn acacée 
Engineering & Mining Jour- 

an \sheceudddanse¥bsee vse 
Engineering News Record 

CE fee ert ne bedecke 
Excavating Engineer ...... 
Factory Management & 

Ec caelay shé40 
Fire Engineering ....+..... 
i Ce cea tal oiads ove 
Food Industries ........... 
PE” FoGccceesseeee 


EE inn chds bee bes SS%es 


Gas Age (bi-w.)........... 
Heating, Piping & Air 
ON 
Heating & Ventilating ..... 
Ice Cream Review ......... 
Industrial & Engineering 
0 epee 
mogeental Finishing (44x 
paberien GE BOWED ccccecce 
. FF eae 
Machine Design ........... 
Machine & Tool Blue Book 
(4% x64) eoeeereenseseeee 
Tre 
Manufacturers Record ..... 
Marine Engineering & Ship- 
CEELEUOEE sc curscecciiee 
Mass Transportation ...... 
Materials & Methods ...... 
Mechanical Engineering 
Mechanization ............ 
Metal Finishing .......... 
ff Se 
Milk Plant Monthly ....... 
Mill & FPaetory .....ccccces 
Mining & Metallurgy ..... 
Modern Machine Shop (4%x 
Bore. ee eee 
Modern Packaging ........ 
Modern Plastics ........... 
Modern Railroads ......... 
National Butter & Cheese 
0 = Se ye 
National Petroleum News 
TMD  Eevecocecheteceeessors 
National Provisioner (w.).. 
National Safety News ..... 
Oil & Gas Journal (w.).... 
Operating Engineer ...... 
Organic Finishing ........ 
Packaging Parade (9% x 12) 
Paper Industry & Paper 
WE, Bade hcabuwe weberev s 
Paper Mill News (w.)..... 
Paper Trade Journal (w.).. 
Petroleum Engineer ...... 
Petroleum Processing ..... 
Petroleum Refiner ........ 
ee MD eb cwewns 
Plant Engineering ........ 
PU 0 wide ed ee dau oe 
a eee ere 
Power Generation ......... 
Practical Builder .......... 
Printing Magazine ........ 
Product Engineering ...... 
Production Engineering & 
Management ............ 
Products Finishing (4% x 
, ) rere 
Progressive Architecture 
DE. cccacaduess cies 
Quick Frozen Foods & the 
Locker Plant ........... 
Railway Age (w.) ........ 
Railway Engineering & 
BEMIMCOMOMOS 6c ccccceccss 
Railway Mechanical Engi- 
i ceswObsies tavancetee s 
Railway Purchases & Stores 
Railway Signaling ........ 
Roads & Streets .......... 
ES See ee 
Sewage Works Engineering. 
ED, “nis atts eh beh dae bs oe 
Southern Lumberman (semi- 
Ds Menkeusa deus aneeuexse 
Southern Power & Industry 
eet yas 
WENO cw cveccccccceces 
Telephone Engineer ....... 
(eee 
Textile Industries ......... 
_ 4. | ee 
ie ic cua ce us 
Tool & Die Journal (5x7) 
Tool Engineer ............ 
Traffic World (w.)......... 
Water & Sewage Works ... 
Water Works Engineering . 
Welding Engineer ........ 
West Coast Lumberman . 
Western Canner and Packer 
Western Construction News 
Wood Construction & Build- 
ing Materialist .......... 
Wood Worker ............ 
Woodworking Digest (4%x 
61 4) CRY CTL TTT eT TC 
World Oil (w.) ........... 
World Petroleum .......... 


eatubewacniikeandss 
Trade Group 


Air Conditioning & Refrig- 
eration News (w.) (11%x 
a eee ree 

American Artisan ........ 

American Druggist ........ 

American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) ....... 

Boot & Shoe Recorder 
CLD -s cdeescdeccase 

Building Supply News 

Chain Store Age— 
Administration Edition 

Combinations ......... 
Druggist Editions ...... 
General Merchandise 

Variety Store Editions. 
Hardware & Housewares 

EE oes heGieteneso.e 
Grocery Editions ........ 

Department Store Economist 

Domestic Engineering 


are monthlies Electrical Merchandising (9x ad 
Lee elaeeaweaebes yew 5 7A 
Electrical Wholesaling ..... *81 *97 
Farm Equipment Retailing 72 74 

1947 Farm Implement News (bi- 

42 tn sce din cake antitewehs 00 *172 = * 162 

86 | Fountain Service .......... 44 45 

48 Fueloil & Oil Heat ........ 6 26 

ee a sek Us ewes °97 17 

ee GE ED 6 oie aware cls 6 vee 29 9) 
*136| Hardware Age (bi-w.)..... 1§389 375 

80| Hatchery & Feed ......... 29 42 

49| Hosiery & Underwear Re- 

ST iccetheddbakdwnaeads 116 127 

158 | Hosiery Industry Weekly .. 120 101 

62 | Implement & Tractor (bi-w.) 1175 20 

79 | Implement Record ......... 69 8] 
261 | Industrial Distribution .... 244 238 
SS 5 och vretawbndt<00> 0+ 115 108 

Jewelers’ Circular-Keystone. 252 288 

$191 | Leather & Shoes (w.)...... 1§*128 s*g4 
Lingerie Merchandising .... 74 77 

SO SE © wawe se eeeds su deeuncde §282 $295 
ee ee FOOD bab 000 2dsavgene 120 159 
SSS) Ferrer 181 95 

*266| NJ (National Jeweler) 

37 errr Ter 246 247 
140 | National Bottlers’ Gazette . 140 159 
188 | National Furniture Review. 90 RG 
*46 | Office Appliances .......... 177 178 

41 | Photographic Trade News .. 68 94 
*204| Plumbing & Heating Busi- 

49 ee. . s avihnes ghtes 0 2Ke? 78 65 

73 | Plumbing & Heating Journal 57 62 
. Plumbing & Heating Whole- 

156 rere 24 17 

76| Poultry Supply Dealer ... *25 *34 
105 oe ~~ & Television Retail- 

covtentawdeabiveases6 70 84 

137 Sheet Metal Worker ....... 72 80 

Southern Automotive Jour- 

82 rrr $154 §154 
126 | Southern Hardware ....... 86 4 
*570 | Sporting Goods Dealer .... "175 199 
*192 Mi | sn teee 6 beeewe es 56 59 

Super Market Merchandising 113 142 
227 Variety Merchandiser (41x f 
297 656) eee eee eee ee ee 77 77 
*43 ae eg 
SM. sis < Gatiane bawsens <4 6,118 6,570 
= Class Group 

150 | Advertising ‘Age (w.) (10% 

112 ee aOwhsduccesncesncese 18241 229 
*127| American Funeral Director 196 75 

83| American Hairdresser .... 51 64 
116} American Restaurant ...... 101 97 
*54| Banking (7x10-3/16)...... 64 69 
265 | Chain Store Age— 

27 Fountain-Restaurant 

CUNONOD nb dncccceeess 36 38 
302 | Cleaning & Laundry World 43 44 

*143 | Dental Survey ............ 130 142 

*150| Hospital Management ..... 86 &4 
29| Hotel Management ........ 141 147 

ff £4“ err er 49 55 

59} Hotel World-Review iw.) 

DED. Sedans ke de 4 ae 1§*79 3897 

104| Industrial Marketing ...... 127 127 
3154| Journal of the American 

58 Medical Association (w.). *327 °*§386 

Se | EGE BOD ccccccccsvane 88 i) 

—| Medical Economics (ex 

16 OH) nccccesvcccevece eve 118 105 

52 | Modern Beauty Shop....... 83 97 

Modern Medicine (semi-mo.) 

89 SOURED 6nd o's peccdene’ 149 139 
8159 | Nation’s Schools .......... 86 63 

g*223| Oral Hygiene (4-5/16x7- 

149 fe 132 133 

35 | Restaurant Management .. 89 86 
177 | Scholastic Coach .......... 40 2 
#149 | School Executive 

22 School Equipment News . 72 61 

55 oe, Management (91x 
*265 | | SRR ee 26 23 
116 What's New in Home 

84 BOGRGMRIED occ ccteccesccs 80 101 
a. 0 ee 2,534 2,602 

70 Export Group 

American Automobile (over- 

88 — OO 96 102 

95 | American Exporter (two 
255 CO eee 247 309 

American Exporter Indus- 

77 trial (two editions) ...... 191 177 

854] Automovil Americano ..... 109 125 
Caminos y Calles .......... 29 $1 

GB i Permaeceuticd ...cccccccccs 66 44 
Hacienda (two editions).... 113 135 

) tg ll” EE ree 14 18 
115 | Ingenieria Internacional 

31 RENNES ci cccceaccce 7% 79 

78 | Ingenieria Internacional In- 

*103 SEE Wades cwn~w wes de vee 94 117 
13 | McGraw-Hill Digest ...... 20 8 
45| Petroleo Interamericano ... 59 71 

Pharmacy International ... 21 26 
180| Revista Aerea Latinoameri- 

88 GED i ddlve cs cousocceusces 14 23 
*445| Revista Rotaria ........... a) s 

12| Spanish Oral Hygiene 

55 ) ', Ss ey | eee 40 44 

3*144| Textiles Panamericanos .... 60 62 

154 ——- -— 
226 0 GR ere 1,255 1,37 
*117 = — 


121] §Includes a special issue. 


91) *Includes classified advertising. 


137 7 x 10 units, sold as pages. 


54 | ‘Estimated. 
61} °*Three issues. 
68 | *Five issues. 


*107| ‘Knit Goods Weekly has been rename: 
*52 Hosiery Industry Weekly. 
*102| “Operating Engineer published its firs 


; regular issue January, 1948. 
31] *Does not include advertising in specia 


*81 Western section 


‘As of January, 1948, Water Works En 


*153 gineering became a monthly. The 194° 
$*212 figures are based on two issues. 


85 CORRECTION: Sporting Goods Deale 
reports actual October, 1948, figure as 21 


17,623 17,886 | instead of estimated 191. 


Emily Shops Appoints Sloan 


*80| Emily Shops of New York, White 
i135 | Plains, N. Y., Harrisburg, Pa., and 


Washington D. C., has appointed 
William Lawrence Sloan Adver- 


“188 tising, New York, to handle its 
*182| advertising. 
127 


Glidden Named Kolkka 


93; O.A. Kolkka, formerly advertis- 
og | ing and sales promotion manager 
| of the Ontario Automobile Co., 

By Toronto, has been named advertis- 

66 | j ing and sales promotion manager 


vm | in Glidden Co., Toronto. 
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November Business 
Paper Ad Volume 
Drops Off 3.2% 


Cuicaco—Advertising volume in 
November business papers de- 
‘lined 3.2%, compared with a year 
igo, according to Industrial Mar- 
ceting’s monthly tabulation. For 
the year to date, volume is 1% un- 
ler the total number of pages 
carried during the first 11 months 
of 1947. 

November issues in four major 
classifications, including 232 pub- 
lications, ran a total of 27,530 pages 
of advertising, compared with 28,- 


437 pages in November, °47. For 
the ll-month period, the total 
amounted to 301,059 pages, as 


against 304,018 last year. 

In the industrial group, 141 pub- 
lications carried 17,623 pages, 1.5% 
fewer than the 17,886 pages in 
November last year. For the 11 
months, this group shows a 0.1% 
gain, with a total of 192,390 this 
year as against 192,129 in 1947. 

Forty-nine trade publications 
ran a total of 6,118 pages last 
month, a drop of 6.9% from the 
6,570 pages a year ago. Over the 
ll-month period, this group has 
carried 69,145 pages this year, 
compared with 71,081 pages last 
year, a 2.7% loss. 

In the class group, 25 publica- 
tions carried 2,534 pages in No- 
vember issues, 2.6% fewer than 
the 2,602 pages of a year ago. 
Volume for the 11 months is 25,- 
312 pages, down 3.3% from the 
26,211 pages in °47. 

Seventeen export publications 
reported a November total of 
1,255 pages, 9% less than the vol- 
ume a year ago, 1,379 pages. For 
the year to date, they have carried 
14,212 pages, compared with 14,- 
592 pages in °47, a 2.6% loss. 


‘County Fair’ Changes 
to Nighttime Spot 

“County Fair,” which was given 
a trial run as a nighttime show as 
a Borden Co. summer replacement 
last season, will be a regular night- 
time feature starting Jan. 5. The 
slapstick audience participation 
program, which has been heard 
Saturday afternoons over CBS for 
the past three years, will be heard 
Wednesdays at 9 p.m., EST, over 
Columbia. “Your Song and Mine,” 
the current Borden attraction in 
that spot, will be dropped. Both 
shows are placed through Kenyon 
& Eckhardt, New York. 


Morrow Succeeds Garceau 
as Farnsworth Ad Chief 


S. A. Morrow, with Farnsworth 
Television & Radio Corp., Fort 
Wayne, Ind., since 1944, has been 
appointed advertising manager, 
succeeding John S. Garceau, who 
resigned to accept another position. 

Mr. Morrow served with the 
company’s Chicago branch and 
later in the home office as assistant 
advertising manager. Prior to 
World War II service, he was ad- 
vertising manager of Cable Piano 
Co., Chicago. 


Omaha Paper Boosts Price 


The Omaha World-Herald has 
raised the price of its evening and 
Sunday paper delivered by carrier 
in @maha and Council Bluffs from 
30¢ to 35¢ weekly, effective Dec. 5. 
The boost also applies to the morn- 
ing and Sunday combination. 


Lee Resigns from Roth Unit 


John K. Lee, vice-president in 
charge of the Esquire division of 
Chester H. Roth Co., New York, for 
the past two and one-half years, 
will resign Jan. 1. Mr. Lee spent 
18 years with Holeproof Hosiery 
Co. as a major executive prior to 
Army service. 


A&P, Canada, Promotes Four 


Atlantic & Pacific Food Stores, 
Toronto, has announced the follow- 
ing promotions: E. H. Capstick has 
been made assistant to the general 


manager; G. N. Provost has been 
named Canadian sales manager 
and F. C. Kennedy, assistant Can- 
adian sales manager; George R. 
East has been appointed advertis- 
ing manager. 


Appoints Presentation, Inc. 
Presentation, Inc., Washington, 
has been appointed sole agent in 
the United States by City Display 
(Overseas) Exhibitions Ltd., Lon- 
don, England, foreign division of 
a group of eight British firms en- 
gaged in the design and construc- 
tion of exhibitions and displays. 


Swink Names Farrar V. P. 


DeWitt Farrar, art and produc- 
tion manager of Howard Swink 
Advertising Agency, Marion, O., 
has been named a vice-president of 
the agency. 


‘New York Times’ Plans 
Daily Delivery to Europe 


The New York Times plans to 
publish a foreign air edition to be 
flown daily to Europe. Actual pub- 
lication depends on official ap- 
proval of airline applications for 
lower newspaper air freight rates. 
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Initial distribution of the edition 
is planned for London, Paris, Am- 


sterdam, Brussels, Copenhagen, 
| Stockholm, Frankfurt, Rome, Vi- 
enna, Geneva and Basel. 


Ee Ss. WER, 
Yiblshers’ Ke 


STRADE AND CONSUMER PUBLICATIONSS 
EMPIRE STATE BUILDING 
ENEW YORK] © — LONGACRE 4-6634= 
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SOUTHERN POWER ANO INDUSTRY 


Vital that You Reach Outlets in 
South’s Small Towns as well as Large 


Percent Population in Cities and Towns 
Under 25,000 and on Farms 


SOUTH & SOUTHWEST 


Serving 69.9% of the market’s total registration, 
the small town dealers of the South and Southwest 
do not limit their operations to sales and service of 
only one make car. Often they sell two or more, 
almost invariably servicing all. 
trucks and powered farm equipment, with service 
facilities for all. They’re big business! 


WRC. 


SMITH 


PUBLICATIONS 


Your fastest-growing 
AUTOMOTIVE MARKET 


To Adequately Cover the South and Southwest 
Southern Automotive Journal is ESSENTIAL 


Each dot is a city or town (5,500 of them) where SAJ takes your sales story 


Blanketing the South and Southwest as it does, 
Southern Automotive Journal is the only publication 


REST OF U. S. 


Thousands sell 


in the field which gives your advertising the pene- 
tration and power it needs to produce maximum sales 
in this great 19-state market. 


Through SAJ you reach practically every jobber, 


distributor, the leading dealers, garages and large 
service stations throughout an area having 11,716,764 
registered vehicles. In this fast-expanding region, 
having one-third the nation’s automotive outlets, do- 
ing one-third the nation’s automotive sales volume, 
SAJ, with 25,535 net paid, is your most effective 
medium to help you expand your sales. 


From Texas and New Mexico, eastward to the At- 


lantic—that’s the big SAJ market—buzzing winter 
and summer, active the year ’round. See that you are 
scheduled every month in 1949. 


Southern Automotive Journal 


806 PEACHTREE ST., N. E. « ATLANTA 5, GA. 
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Supermarket Sales 
Zoom in Eight Years 


New YorK—The supermarket 
industry has grown in sales from 
$2 billion in 1940 to an estimated 
sales of $8.5 billion in 1948. The 
story of the expansion of this in- 
dustry is contained in a booklet 
entitled “Super Markets in the 
U. S. 1939-1948,” prepared by the 
research department of Super Mar- 
ket Merchandising. 

Of a total national volume for 
all grocery and combination stores 
in 1947 of $24 billion, supermarkets 
accounted for 29%, the booklet 


shows. The survey reports that the 
10,885 .supermarkets in 1947 rep- 
resented only 3% of the 370,000 
grocery and combination stores in 
this country. 

The survey reveals that the av- 
erage supermarket volume in 1947 
was $643,000 compared with a 
sales volume of approximately 
$65,000 for the average grocery 
and combination store. The book- 
let points out that this means the 
average supermarket produces al- 
most $10 in sales for every $1 by 
the average grocery and combina- 
tion store. 

The survey also emphasizes that 
the supermarket is not only ex- 


SERVICE 


BINDERY CO.,, Inc. 
SUPerior?-5105 


PORTFOLIOS + MOUNTING 
DIE-CUTTING + 


EASELING. 


PAPER and BOARD LINING. 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


Write far 


FREE 


Sa ladins 


panding in numbers but also in 
new directions. More and more 
supermarkets are including non- 
food products such as drugs, cos- 
metics, wines and liquors, station- 
ery and magazines in their inven- 
tories. More than 20% of the 
supermarkets include the depart- 
ments mentioned above in their 
stock and more than 10% of the 
markets stock greeting cards, 
housewares, small appliances, 
hardware items, variety goods and 
maintain fountain luncheonettes. 


‘Teen Timers Club’ Dropped 


“Teen Timers Club,” carried by 
Teen Timers, Inc., through Bu- 
chanan & Co. over 88 Mutual sta- 
tions, has been dropped. Another 
MBS casualty, “Leave It to the 
Girls,” which was canceled by 
Continental Pharmaceutical Corp., 
now is being broadcast as a sus- 
tainer. 


Names Woodard & Fris 
Anti-Corrosive Metal Products 

Co., Castleton, N. Y., has appointed 

Woodard & Fris, Albany, to handle 
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Christmas is 
coming fast! 
Make your reservations now 
for holiday travel by 820. 
© OMESEL ALECTING FEATURE TRAMs 

+ OLD FASMONED COMRTESY 


Telephone 
MUrrey Hill 3-1600 


\ BALTINORE & onto / 
REMINDER—In addition to its regular 
large-space holiday ad, the B&O Railroad 
began a series of 150-line ads in mid- 


November to urge Christmas travelers to 
make reservations early. 


its advertising. Alfred G. Friday, 
New York, furniture artist, has 
joined the agency. 


“Once upon a time there was oS 


a little girl named Mamie.. 


This isn’t a Christmas story, but 
it should be. And so we saved it for 
Christmas telling . . . about the little 
girl named Mamie Fischer who lost 
both feet in a mowing machine acci- 
dent, and the busy newspaperman 
named George Grim who lost his 
heart to a little girl’s smiling courage. 


Upper Midwest people first 
learned of Mamie’s tragedy in 
Grim’s daily column in the Minnea- 
polis Tribune . . . how the 2 -year- 
old tike, running across the fields of 
the Fischer farm near Glenwood, 
Minnesota, to greet her father, fell 
into the flickering blades of the 
mower... how friends and neigh- 
bors rallied to help Mamie’s family, 


Zan of illness and fire. 


their treasury.. 


already stricken by the misfortunes 


Grim told Mamie’s story in his 
column, asked friends and neighbors 
in the great 4-state region served by 
the Minneapolis Star and Tribune to 
help the little girl. 
for Mamie it was Christmas in July. 


By thousands the gifts and bill- 
stuffed letters rolled in. Minneapolis 
Gold Star Mothers gave 20% ¢ 
. Truckers and 
freightmen and mail carriers and 
policemen passed the hat and mailed 
the money. Nurses and students, 
kids and housewives sent presents 
and cash to fit Mamie with new feet. 
Kiwanis, Rotary, Eagles and Lions 


club members . . . Legionnaires and 
Veterans of Foreign Wars . . . plants 
and offices ...management and 


unions swelled the total. Convicts 
contributed, and so did “‘the boys in 
our local beer parlor.’’ A children’s 
club in Worthington, Minnesota, 
made Mamie an “honry member.” 


What makes a newspaper great? 


Then, suddenly, 


of 


More than fourteen thousand dol- 
lars have come to George Grim’s 
desk to create a trust fund for Mamie 
Fischer, and money is still arriving 
from anonymous donors... crum- 
pled fives and tens in envelopes 
marked simply, “‘Mamie.”’ 
dollars mean Mamie is walking this 
Christmas . .. 
face a brighter future. 

And down at the Minneapolis Star 
and Tribune veteran newspapermen 
warm themselves anew with the 
thought of the greatheartedness of a 
great region and its people, and are 
thankful that their papers can take 

_the lead in uniting good neighbors 
in neighborly concern for others. 


Minneapolis 
Star 2zxd Tribune 


These 


will go to college, will 


MORNING & SUNDAY 


575,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 


Crowell Indicates 
Tire Supply, Demand 
in Close Balance 


New York—That the tire indu.- 
try has reached a point whee 
supply and demand are in clo. 
balance is indicated in Crowe’ |-. 
Collier Publishing Co.’s third a»- 
nual survey of the market and t). 
first to include rural as well as ur- 
ban passenger car owners. 

Owners indicated an immediate 
need of tires (as of July 1, mii- 
date of the field work in the sur- 
vey) which could easily be su)- 
plied in one month’s production, 
or 4,305,000 tires. And for the 
last half of 1948 these car owners 
estimated replacement needs >f 
20,900,000 tires, about equal ‘o 
shipments during the first half 
of the year. Apparently, Crowe! - 
Collier observes, the tire industry 
is back to a time of highly com- 
petitive selling. 


@ The latest tire survey revealed 
that nationally advertised makes 
of tires are far ahead of other 
brands. Of all tires on the road, 
73% are nationally advertised 
brands, 16% are mass distributors’ 
brands and 11% are other brands 
Of tires bought as replacements, 
64% are nationally advertised, 
21% are mass distributors’ brands 
and 15% are other brands. Of the 
tires which car owners say they 
prefer to buy next time, 76% are 
the brands most advertised, 17% 
are mass distributors’ brands and 
7% are other brands. 

Goodyear still leads all com- 
petition, with 25.9% of the present 
tires on cars, followed by Fire- 
stone, 17.7%; U. S. Royal, 11.1%; 
Goodrich, 9.7%; Atlas, 5.5%; All 
State, 5.1%; Riverside, 3.3%; Gen- 
eral, 2.1%; Lee, 2.1%; Davis, 2%; 
Fisk, 1.5%; Seiberling, 1%; Kelly- 
Springfield, 1%; Dunlop, .8%, and 
all others, 11.2%. The mass distri- 
butors’ brands—Atlas, All State, 
Riverside and Davis—in each case 
sell a bigger volume to the rural 
market than to car owners in 
cities and towns. 


a The Goodyear brand also is 
ahead in the actual replacement 
market, with 20.2%, followed by 
the other “Big Four’ makers, Fire- 
stone; 16.2%; Goodrich, 9.1%; and 
U. S. Royal, 8.2%. The preferred 
brands for the future tire pur- 
chases rate this way: Goodyear, 
26.9%; Firestone, 20%; U.S. Royal, 
10.5%, and Goodrich, 9.2%. Three 
mass distributors’ brands are next 
in order, with All State at 5.7%, 
Riverside, 5%, and Atlas, 4.5%. 
Of those queried, 12% said they 
would pay 20% extra for white 
walled tires, while 35% of those 
who had heard of the product said 
they would pay extra for foam 
rubber seats in their cars. 

The survey, planned and super- 
vised by Crowell-Collier’s research 
department, included interviews 
with 2,909 urban and 2,564 rural 


-|ecar owners or members of the 


family who drive regularly. Inter- 
views were a part of those obtained 
in the company’s 12th annual auto- 
motive survey (AA, Dec. 6). 


Relocates Plant Operations 


American-Falcon Mfg. Corp., 
successor of the ruler and yard- 
stick division of American Mfg. 
Concern, Falconer, N. Y., has re- 
located its manufacturing opera- 
tions. The finishing division and 
general offices are at 400 Eastern 
Ave., Chelsea, Mass., and the 
woodworking division is in Ames- 
bury, Mass. 


Olorenshaw Joins Admiral 


Denis Olorenshaw, formerly with 
Stewart-Lovick & Macpherson Ltd., 
Toronto, has been appointed adver- 
tising manager of the Canadian 
Admiral Corp., Long Branch, Ont., 
manufacturer of Admiral radios, 
refrigerators and television re- 


ceivers. 
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International Ad 
Union Backers Will 
Meet in Brussels 


LonDON—A proposed constitu- 
tion for the International Adver- 
tising Union will be considered by 
a preliminary committee at a meet- 
ing next Jan. 17 in Brussels, as the 
latest step in postwar efforts to 
sot up an effective international 
organization. 

The constitution is the work of 
Jock Henderson, committee 
chairman and former director of 
the British Advertising Associa- 
tion, who journeyed to Paris re- 
cently to put the finishing touches 
to plans for the January session. 
Egide Bouchez, vice-president of 
the Belgian Federation, also was 
there to extend an official invita- 
tion for the Brussels meeting. 

The proposed union should be a 
UN of advertising, Mr. Henderson 
declared, pointing out that 14 
countries had officially signed up 
and accepted membership in the 
international body at the same 
time as the United Nations meet- 
ing in Paris. 


s The United States, at one time 
almost hostile to the international 
union, now is an enthusiastic sup- 
porter, he said. Other countries 
which have signed include Bri- 
tain, Belgium, Brazil, Spain, Nor- 
way, Sweden, Denmark, Finland, 
France, Holland, Italy, Mexico and 
Switzerland. Representatives of 
these cooperating nations also hope 
to hold a World Advertising Cong- 
ress next year or in 1950. 

The proposed union, said Bern- 
ard de Plas, of France, will not 
force anyone to do anything. It 
will permit the exchange of infor- 
mation among advertising groups, 
so that all participating countries 
can benefit from improvements. 

Only countries where advertising 
rests in private hands will be eli- 
gible for membership. Although 
Czechoslovakia strongly supported | 
the International Union at the} 
1947 meeting in Paris, it looks as | 
though that country will not be | 
eligible. The Czech Advertising As-| 
sociation has been dissolved, along 
with other groups which displeased 
the Russians. The admission of 
Austria also will be discussed at 
the January meeting. | 

Pierre Bastide, general secretary, 
told the conferees that the Inter- 
national Union will not cut across 
the work of the International 
Chamber of Commerce, because 
the fields in which they work are 
entirely different. Both he and 
Mr. Henderson are members of the 
latter group, which, they insist, 
represents advertisers, not adver- 
tising. 


‘Times Herald’ Promotes 2 


Albert N. Jackson has been ap- 
pointed assistant director of ad- 
vertising of the Dallas Times 
Herald. Formerly assistant to the 
president, Mr. Jackson has been 
with the newspaper since 1924, 
holding various editorial and busi- 
ness depariment positions. James 
V. Lovell, editorial page colum- 
nist, has been named to the newly 
created position of director of re- 
search, with duties including pro- 
motion and public relations. 


Issues Seafood Study 

Wayne University Press, De- 
troit, has published airport study 
No. 5, “Markets for Airborne Sea- 
foods,” by Spencer A. Larsen, 
William Reitz and Katherine K. 
Burgum. The study includes the 
consumption of fresh fish, new 
markets for fresh fish, basic air- 
borne seafood marketing data, 
packaging experimental ship- 
ments and cost, and air freight 
potentials in fresh fish. Copies are 
available at $2 each. 


Harry Coleman Moves 

Harry Coleman & Co., Chicago, 
public relations and publicity, has 
moved its offices to 664 N. Michi- 
gan Ave. 


Wilson and General Mills 
Sign for Final Pro Game 


General Mills and Wilson Sport- 
ing Goods Co. have signed with 
American Broadcasting Co. to co- 
sponsor the National Professional 
Football League championship 
game over the full ABC net on 
Dec. 19 at 1:30 p. m., EST. 

Harry Wismer will call the plays 
and Red Grange will handle color 
for the contest, which originates 
in Philadelphia. The Philadelphia 
Eagles and either the Chicago 
Bears or Cardinals will put on the 
show. 


Two Appoint Bond & Starr 


Edgar E. Brosius Co., Pittsburgh, 
designer and manufacturer of spe- 
cial equipment for blast furnaces 
and steel mills, and Fort Steuben 
Metal Products Co., Steubenville, 
O., manufacturer of steel unit bins, 
parts and commercial shelving, 
have appointed Bond & Starr, Inc., 
Pittsburgh, to handle their adver- 
tising. 


Rockwell Joins ‘Esquire’ 


Homer Rockwell, formerly pub- 
lisher of Screenland and Silver 


Screen and a vice-president of |Skyways (AA, Nov. 15). Murray 


Liberty, Inc., has joined the ex- 
ecutive sales staff of Esquire. 
Liberty sold the screen magazines 
to J. Fred Henry, publisher of 


Maxwell, formerly associate fash- 
ion editor of Esquire, who left 
the company to join Varsity, has 
rejoined Esquire’s sales staff. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at Milwaukee, Wis. 
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Readin about Reach in the BMB coverage story 


makes good readin! 115 counties daytime .. . 98 counties 
night time. Also a coincidental survey* in the thirty 
prosperous counties immediately surrounding big St. Louis 
shows that KXOK alone delivers 22.1% of the listening 


audience morning, noon and night. 


ae 
Ritin about KXOK Hooper Ratings is fun! 


Audience increases month after month, show gains in 
Total Rated Time Periods in excess of any other 


St. Louis Network station. 


Check the 3 R’s... Rates... Ratings (Hooper)...Reach (BMB)... 


check our John Blair representative today ... 


you'll check KXOK as your number one buy in “St. Lovis-land.” 


* survey conducted by Edward G. Doody and Co... . 109,000 calls completed. 


on KXOK. 


. ° ° 
Rithmelic readily proves that the 


advertiser with KXOK low-in-St. Louis rates gets more 
Hooper ... plus more coverage... per dollar 


ST. LOUIS’ A BC AFFILIATE © CHESTNUT 3700 
630 KC « 5,000 WATTS © FULL TIME 


Owned ond operated by St. Lovis Stor-Times 
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Coopers Promotes Menn 

R. C. Menn, Los Angeles branch 
manager, has been named chief of 
branch liaison of Coopers, Inc., 
Kenosha, Wis., manufacturer of 
Jockey underwear. Dan B. Buck, 
formerly general sales manager of 
Wilson Brothers, has been ap- 
pointed to succeed Mr. Menn as 
Los Angeles branch manager. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 per gal. $1.25 per at. 


Opens Letter Contest 

Dartnell Corp., Chicago, has an- 
nounced its 13th annual Gold 
Medal Letter competition, which is 
open to all business men and wo- 
men. The business letters will be 
judged on the basis of their con- 
tent, results achieved and adapta- 
bility for use by other correspon- 
dents. Entries must be submitted 
by Jan. 31, 1949. 


By STANLEY E. COHEN, Washington Editor 


Government Undermines Oil government’s practice is not likely 
Companies’ ‘Chan ge Oil’ Idea _to win wide private acceptance, 


‘but they cannot conceal uneasi- 
WasHINGTON—The Federal Bu- ness. Though gasoline usage is up, 


reau of Supply, property manager jybe sales were off 1.9% for nine 
for the government, is giving the months of 1948, presumably be- 
petroleum industry a junior-size | cause economy-minded motorists 
nightmare by coming up with some are resorting to reclaimed oil. 

ideas on auto maintenance thatfly| Por the industry as a whole, 


Wampole Appoints Foley 
Henry K. Wampole Co., Phila- 
delphia, pharmaceutical maker, has 
appointed Richard A. Foley Ad- 
vertising Agency, Philadelphia, to 
handle its advertising. Newspapers, 
car cards and point-of-sale ma- 
terial will be used in promoting 


Creo-Terpin, a cough preparation. | in the face of the industry’s widely | ype sales amount. to only about 


ABC MEMBERSHIP 


CLORGE T. HOPEWELL, EASTERM REPRESENTATIVE - 


advertised advice to the public. 2% of total, but for some industry 
Pointing to extensive tests by the segments, they are life or death. 
Armed Services, Bureau of Supply | pennsylvania refiners, for example, 
recommends that oil changes in| utilize as much as 26% of their 
government-owned vehicles be output as motor oil. 
confined to spring and fall, or 
every 6,000 miles—instead of the 
“every 1,000 miles” which the pet- 
roleum industry merchandises. 
Industry people feel that the 


Offers the advertiser more x 
for his dollar than any other A 
medium in its field. Ww. 


NEW YORK 


see 
Washington “experts” who have 
searched in vain since VE-Day for 


‘ j i 
101 PARK AVENUE. signs of a postwar recession have 
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WHY ARE MORE ADVERTISERS than ever be- 


color is convincing; color is remembered. To 
fore using color? Because advertising results, make your advertising more effective, use more 
reflected in surveys and in actual sales figures, | color. And remember that only in the medium 
prove that color sells. of printing ink—on the printed page—can 
A four-color page in a mail order catalog your product or package be reproduced in 
sold nine times as much merchandise as an __ natural color as it really looks—and as your 
identical black-and-white version. Color at- customers see it on dealers’ shelves. Printing 


tracts attention. Color is lifelike; ink is your best salesman. 


Printinc 


+ NEW YORK CITY 
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developed a fierce interest in Fi 4- 
eral Reserve department sti re 
sales figures, which registered fc , 
bad weeks of retail business duri \¢ 
November. At intimate litt e 
lunches with brother experts th.) 
confirm their trepidations w ‘h 
splinters of fact such as declini 1g 
sales in ice cream, soft drin<s. 
candy, radios and other “less °s- 
sentials.” With the government 
pouring better than $40 billion 4 
year into the economic pot, the « x- 
perts may be premature in p’e- 
dicting depression, but adjustme its 
under way in retail lines seem to 
indicate improved bargaining 
power for the consumer—and a 
larger volume of hard-hitting ad- 
vertising linage as the makers and 
sellers of “less essentials” dig {or 
sales. 


With the Democrats controlling 
the new Congress, newspaper and 
magazine publishers can expect a 
constant series of four-bell alarms 
from their Washington outposts 
this winter. Top problem, of course 
is postage rates. But publishers 
must anticipate repeal of 80th Con- 
gress legislation taking news- 
venders off social security, and 
adoption of a long-discussed anti- 
trust statute giving Federal Trade 
Commission a voice in mergers. 
According to advance information, 
there will be some fresh proposals 
to worry publishing and merchan- 
dising people next year. One of 
them is said to be a tax on adver- 
tising, and a second—by a new 
senator—a plan to prevent manu- 
facturers from engaging in dis- 
tribution, too. 


sees 

The National Association of 
Broadcasters sent out four-bell 
alarms and turned on all the red 
warning lanterns last week after 
the committee on taxation and 
revenue of the National Institute 
of Municipal Law Officers meeting 
here discussed a “privilege tax” for 
radio stations. Thomas J. Gentry, 
city attorney of Little Rock, Ark., 
told representatives of 200 cities, 
towns and counties that Little Rock 
anticipates Supreme Court ap- 
proval of such a tax already im- 
posed by his city. 


The Federal Trade Commission 
Tuesday made it three out of three, 
by issuing a complaint charging 
illegal discounts against Electric 
Auto-Lite Co., maker of Auto-Lite 
spark plugs. In 1947, the commis- 
sion went after Champion, and 
early this month it reopened a case 
against AC, Auto-Lite’s two major 
competitors. In each of the cases, 
FTC says spark plugs are sold to 
car makers for less than cost, anc 
that the losses are made up b) 
higher prices for plugs sold fo: 
replacement. 


With food and clothing prices 
heading downward, Washington is 
increasingly confident that fourth- 
round wage demands will be helc 
at a minimum. Instead of big in- 
creases in wages, some expert: 
believe unions will be turning tc 
welfare funds and other “bene- 
fits.” Emphasis during the coming 
months may be on medical anc 
hospital plans, and pension plans 
Incidentally, some observers re- 
port a swing away from group in- 
surance, on the ground that group 
insurance provides no lasting ben- 
efit for the worker as he reaches 
retirement age. Union and com- 
pany labor relations experts are 
said to look increasingly at pen- 
sion plans which supplement so- 
cial security retirement benefits. 


Two Join Wilson Agency 


Mel Mathewson, free lance artist, 
has been appointed art director of 
Thomas C. Wilson Advertising 
Agency, Reno, Nev., succeeding 
Bob Fetterly. Roy Powers, formerly 
| with Reno Printing Co., has joined 
| the agency as account executive. 
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ilman Quits Ad 
Post at Lever; 


Quaker Oats Boosts Hesler 


A. G. Hesler, manager of Cedar 
Rapids sales office of Quaker Oats 
Co., has been named central di- 
vision sales manager, with head- 
quarters in Chicago. He succeeds 
Cc. P. Clark, who will retire in 
March. Succeeding Mr. Hesler in 
Cedar Rapids will be J. E. Ben- 


Griswold Names Howard 

E. T. Howard Co., New York, has 
been named by Griswold Mfg. Co., 
Erie, Pa., to direct advertising for 
its electric cooking appliances. 


Y&R Promotes Waddell 

Paul R. Waddell, a member of 
the copy staff of Young & Rubicam, 
Chicago, has been promoted to as- 
sociate copy director. 


Reproduction in Quantity 


ington stations—WRC, WRC-FM 
and WNBN—has been transferred 
to the network’s advertising and 
promotion department in New| 
York. He will be assistant to 
George Wallace, network sales 
promotion manager. 


8x10 


Fontana Heads PR | 


Policy at Issue 


CAMBRIDGE, Mass.—John R. Gil-| 
an resigned as vice-president in 
harge of advertising of Lever 
Brothers Co. last week. AA was 


in 


‘salesman. 


NBC Transfers Myers 


motion manager of NBC’s Wash- | 


in 100 to 900 QUANTITIES 
(1000 and over .06c) 


ett, who has been jobbing cereal Joseph W. Fontana, public re- 


lations fepresentative for the Los 
Angeles area, has been appointed 
director of public relations of Fos- 


ter & Kleiser Co., San Francisco, 
outdoor advertising company. 


GENUINE 
PHOTOS: 


Lorin S. Myers, formerly pro- 


old that the cause of his resigna- 
ion was “conflicting personalities” 
snd disagreement over advertising 
policies with 
Charles Luck- 
man, Lever pres- 
ident. The com- 
pany announced 
there will be no 
agency changes. 

Mr. Gilman 
joined Lever in 
1918 and organ- 
ized a new de- 
partment for pur- 
chasing equip- 


John Gilman 
ment needed dur- 


ing World War I. In 1920 he | 


was named assistant to the man- 
agement and in that position ana- 
lyzed new business possibilites. 

In the early ’20s his duties in- 
cluded the chairmanship of the 
Sanitas Co., which he directed 
until the company was sold some 
years later. Lux toilet soap was 
developed, tested and advertised 
under Mr. Gilman’s supervision. In | 
1927 he was named associate ad- 
vertising manager and directed all 
advertising for Lux flakes as well 
as Lux soap. 

Mr. Gilman was responsible for 
the movie star testimonial Lux ads 
and in 1934 launched the “Lux 
Radio Theater.” He was appointed 
vice-president in charge of adver- 
tising in 1946. 


Elgin-American May 
Use ABC Ten Years 
for Holiday Shows 


Cuicaco—As a result of Elgin- 
American’s outstandingly success- 
ful two-hour Thanksgiving tele- 
vision show over the American 
Broadcasting Co., its agency has 
opened negotiations with the net 
for a ten-year contract covering 
both 120-minute Thanksgiving and 
Christmas Day shows. 

Unperturbed by objections of 
eastern critics to the hard-hitting 
commercials on the show, Edward 
H. Weiss, president of Weiss & 
Geller, Inc., promised that future 
shows of Elgin-American division, 
Illinois Watch Case Co., would in- 
corporate the same type of “selling 
commercials.” 

The reason is simple, he said: 
“Our client is more than satisfied 
with the job his television show 
did for him. Even before we went 
on the air the entire cost of the 
show was underwritten by advance 
orders from dealers who knew 
what a good show would do for 
them. Today, Elgin-American 
again finds itself in the position 
of being swamped with orders as a 
result of the videocast.” 

“The total amount of commercial 
time,” said Mr. Weiss, “was 11 
minutes, 45 seconds, which was 
still under the limit set by NAB.” 
As for the critics, “My answer is 
to let them go on with their crying. 
The public wants good shows and 
the public understands that they 
have to be paid for.” 


Campbell Plugs New Soup if 


Campbell Soup Co., Camden, 
N. J., is introducing a new soup, | 
cream of celery, which will receive | 
full-page, full-color advertising | 
support in Campbell’s national | 
magazine schedule during the com- | 
ing year. Commercial announce- | 
ments will be carried on the com | 
pany’s radio shows over CBS and 
NBC. Ward Wheelock Co., Phila-| 
delphia, is the agency. | 
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This photograph and heading, from a recent adver- 
tisement in The Stove Builder magazine, emphasized 
the beautiful and practical finish which Glidden’s 
NUBELITE adds to kitchen equipment. 


The phrase “beautiful and practical” applies as well to 
Consolidated Coated Paper, on which The Stove Builder 
is printed. For the clear, uniform surfaces of this superior 
enamel reproduce halftones with a beautiful effect . . . and 
its low price makes it extremely practical for a wide range 
of printing. 


Photograph courtesy 
THE GLIDDEN COMPANY 


Consolidated Coated 


Papers PRODUCTION GLOSS 


MODERN GLOSS 


Consolidated Coated Papers meet every test by 
which fine printing papers are judged, yet are 
priced in the range of uncoated stocks. 


Whether told with catalogs or brochures or by 
advertisements in national magazines or techni- 
cal journals, a sales story attracts greater atten- 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers are appropriate for al- 
most any printing need, either in one or full colors. 


tion and attains higher reader interest when 
illustrated with striking photographs on fine 
coated paper. 


% Reg. U. S. Pat. Off. 


SALES OFFICES. 
135 $0. LA SALLE $7., CHICAGO 2 
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Victor Ad Plans 
to Be Tailored 
to Dealer Needs 


Adding Machine Company 
Execs Use Wire Recorder 
to Get Dealer Opinions 


Cnuicaco—Advertising managers 
who want to build promotions to 
achieve the best possible response 
and support from the dealer or- 
ganization might well take a tip 
from Fred G. Hulburd, director of 
advertising and sales promotion 
for the Victor Adding Machine Co. 

Convinced that dealer reaction 
to both the national advertising 
program and selection of local 
media should be given heavy 
weight in planning for 1949, he 
and L. W. Scott, vice-president of 
John W. Shaw Advertising, took 
off on an extended tour of the 
Midwest with a wire recorder to 
transcribe dealer attitudes. 

Although a few of the dealers 
and branch managers interviewed 
displayed a little mike fright, Mr. 
Hulburd declares: “We got excel- 
lent responses and the recorded 
interviews gave us one of our most 
successful sales trips.” 

In order to set up the inter- 
views, Mr. Hulburd and Mr. Scott 
explored the situation generally 
through an informal chat with the 
dealer or branch manager, and 
then went over the same ground 
with the wire recorder switched 
on, using a detailed questionnaire 
to guide the responses. 


@ The question sheet asked if the 
newspaper advertising was satis- 
factory, whether it encouraged 
salesmen and produced results and 
the general attitude toward it. 
Questions also sought to discover 
the extent of newspaper contact 
with the dealer, his views on the 
use of radio announcements and 
national advertising, and what 
definite results the advertising 
and promotion had produced. 
Through the last quarter this 
year, Victor has been using 250- 
line newspaper copy in all 21 cities 
where branch offices are located, 
plus 100-line and 250-line ads with 


CIRCULATION 


that's 


. . QUALIFIED 


. CERTIFIED . 
—that's the circulation of WOOD PRODUCTS, 
recently gone ABC! 


VERIFIED . . 


You know what you're buying in quantity, 
quality (receptive readership) and qualifica- 
tion—definitely the type you want to reach. 
If you sell to the wood working industry, and 
want to impress the key men, WOOD PROD- 
UCTS is the No. | paper. 


Subscribers renew yeor ofter year decause 
this is their news paper (of the trode); their 
‘*bible.'' Advertisers continue year after year 
becouse it pays. Over 93% of the odvertis- 
ing space is placed through advertising agen- 
cies . . . which is their stamp of approval. 
MAKE US PROVE THESE STATEMENTS! 


If it concerns Wood, you COULD 
—with WOOD PRODUCTS. 


/\foon 


PRODUCTS 


Phone WAbash 2-1000 
431 So. Dearborn, CHICAGO 5 


a strong selling pitch in dealer 
towns. The latter give a heavy 
play to the new $89.50 model and 
a free trial offer. 

In Business Week, Fortune, The 
Saturday Evening Post and Time, 
the company has been running a 
testimonial series featuring promi- 
nent business executives and qual- 
ity features of Victor machines. 
The response, according to Mr. 
Hulburd, was heartening. Most im- 
pressive were the number of in- 
stances in which dealers were able 
to trace sales directly to ads, and 
the appreciation which they felt 
for the company’s promotional as- 
sistance. 


ws The wire recordings also turned 
up new uses for the Victor adding 
machines, uses which will be fea- 
tured in future campaigns. Further 
evidence of the wider potential 
market, now that the company is 
able to offer adding machines for 
$89.50, came from cities like Grand 
Rapids and Benton Harbor. 

In those locations, dealers re- 
ported increasing sales to farmers. 


* 


This trend, supported by results 
of earlier research by the agency, 
will be exploited through a series 
of test advertisements in some 
farm publications. The farm copy 
features a farm account record 
book as a giveaway. 

The recorded interviews also 
have brought about a shift in the 
newspaper list for 1949. In several 
markets where Victor previously 
used papers with a concentrated 
city coverage, plans call for pa- 
pers with a sizable out-of-town 
circulation. 

A higher frequency newspaper 
drive also is in the works, one 
which will be marked by a more 
intense dealer tie-in program, to 
meet the demand from the field. 
The company used full pages in 
The Saturday Evening Post as part 
of its past promotional efforts, 
and will be in the Post and in bus- 
iness periodicals again next year, 
using half pages. 


a Copy testing will continue at all 
levels, and it is probable that some 
experimental video commercials 
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also will be tried, because of the | 
manner in which the adding ma-| plan their 


chines can be used for high-speed 
calculation demonstrations. 

Most gratifying conclusion from 
the wire recorded interviews was 
the dealer attitude toward mer- 
chandising assistance from the 
company. Victor, whose aggressive 
promotional programs have re- 
peatedly caused its competitors in 
a traditionally conservative indus- 
try to raise their eyebrows, dis- 
covered that its dealers like its 
advertising and sales promotional 
materials—and want niore of the 
same. 

The company has gathered its 
newspaper mats into a catalog, 
and has published booklets listing 
testimonial letters, point-of-sale 
material, spot radio scripts, sam- 
ples of direct mail pieces for a 
wide variety of businesses, stuff- 
ers, and other promotional aids. 


s Just recently, it incorporated 
the various material and order 
blanks in a file-size cover with 
pockets, and will soon put them in 


book form, so that dealers 1 yay 
individual progra ns, 
with the guidance and assista icp 
of the company’s advertising | ¢- 
partment if they wish it, and or er 
the necessary material direc ‘ly 
from the brochure. 

More important than a sim )le 
presentation of all sales aids, s \ys 
Mr. Hulburd, is company asista ice 
in showing its dealers how to se 
the material as part of a cons st- 
ent, hard-hitting, local drive do ’e- 
tailing with the company’s adv er- 
tising program. As a result, he 
consultation service will proba ly 
get greater emphasis. 

The company’s creed remains 
unchanged, as witnessed by the n- 
troduction of the $89.50 mocel. 
Carl Buehler, founder and ori- 
ginal stemwinder of Victor, set 
as the goal the production of the 
“finest adding machines in most 
modern designs at lowest possible 
cost.” It has but one product, the 
adding machine, one owner, 
and one goal—of constantly in- 
creasing efficiency, both in pro- 
duction and marketing. 


A message to all Advertising Agencies looking for 


T HAS been said that poor produc- 
tion work and high production costs 
do more to drive the initial wedge 
between an agency and its client 
than almost any other phase of 


agency operation. 


That may or may not be true. But 
no agency can be in business long 
without discovering that question- 
able production work and unreason- 
ably high production costs are a major 
source of client irritation. 


That is particularly true today, 
with costs of all kinds receiving such 
close scrutiny. And many an agency 
is re-examining its whole production 
picture to see where the answer 


may lie. 


May we try to shed a little help- 


Lower 


ful light on the subject of produc- 
tion costs—insofar as typesetting is 


concerned? 


First of all, good production work 
costs money. At the same time, an 
advertiser should not have to pay a 
premium for good production work. 


Hourly charges in the printing in- 
dustry have risen over the years— 
as in most industries. But /ower 
hourly charges do not necessarily 
mean lower production costs. 


For one thing, setting type is like 
laying bricks—the final cost will be 
found less in the hourly charge than 
in the amountof work done—or the 
number of bricks laid—per hour. 


In short, between the hourly 
charge and the price at the bottom of 
the bill lies the solution to this whole 
problem. And good management— 
proper plant layout—ready accessi- 


Production Costs. 


bility of type and other materials— 
are the important things to look for, 
not only for good production work, 
but for good production work at a 
reasonable figure. 


The members of the Advertising 
Typographers Association of Amer- 
ica, Inc., have been banded together 
for a good many years—to share 
their knowledge of sound manage- 
ment, modern plant layout and 
proper work methods—in order to 
deliver the finest typography pos- 
sible at the lowest final cost, regard- 
less of hourly charge. 


Every member of the A.T.A. is 
pledged to cooperate fully with 
agencies in improving the quality 
of their production work, and keep- 
ing costs at a minimum. 


Is your Production Department 


working with A.T.A. members? 


Advertisin g Typo graphers Assn. of America, Ine. 


461 EIGHTH AVENUE, NEW YORK 1,N. Y. 


ALBERT ABRAHAMS, Exec. Secretary 
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Raleigh Coupons Not 
Planned, Although 
Dealers Want Them 


LovuIsvILLE—Rumor that Raleigh 
egarets will come back with the 
premium coupon on the back of 
the packages was denied by W. 
S Cutchins, advertising manager 
o Brown & Williamson Tobacco 
Corp. 

He told Apvertistinc AcE last 
week that although there is dealer 
pressure to re-institute the pre- 
mium coupon, the firm has not 
made any decision to do this. 

Brown & Williamson does have 

premium offer with one of its 
snuff products sold in the South. 


ames Blaisdell Gates 


Blaisdell Gates has been ap- 
pointed by Merchandising Fac- 
tors, Inc., San Francisco, to direct 
gency promotion and new busi- 
ess development. Mr. Gates for- 
merly was vice-president and San 
Francisco manager of Abbott Kim- 
yall Co. of California. 


MEMBERS OF 
Advertising 
Typographers Assn. 
of America, Inc. 


KRON, O. 
The Akron Typesetting Co. 
TLANTA, GA. 
Higgins-McArthur Company 
LTIMORE, MD. 
The Maran Printing Co. 
OSTON, MASS. 
The Berkeley Press 
H. G. MeMennamin 
UFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 
HICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, LIne. 
Runkle-Thom pson-K ovats, Inc. 
Frederic Ryder Co. 
INCINNATI, O. 
The J. W. Ford Company 
LEVELAND, O. 
Bohme & Blinkmann, Ine. 
Schlick-Barner-Hayden, Ine. 
Skelly Typesetting Co., Inc. 
OLUMBUS, O. 
Yaeger Typesetting Co., Inc. 
ALLAS, TEX. 
Jaggars-Chiles-Stowall, Inc. 
YTON, O. 
Dayton Typographic Service 
NVER, COLO. 
The A. B. Hirschfeld Press 
TROIT, MICH. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
DIANAPOLIS, IND. 
The Typographic Service Co., 
LAMAZOO, MICH. 
Claire J. Mahoney 
DS ANGELES, CAL. 
Clifford Bisch, Typographer 
William Carnall 
The House of Hartman 
Samuel Katz, Ty pographer 
IL\WAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
INNEAPOLIS, MINN. 
Duragraph, Ine. 
Vv YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Ty pographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc 
Composition Service, Inc. 
Diamant Typographical Service, Inc. 
A. T. Edwards Typography, Ine. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
7 House 
Imperial Ad Service 


Ine, 


King Typographic Service Corp. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc 
Frederic Nelson Phillips. Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc, 
Kurt H. Volk, tne. 
ADELPHIA, PA. 
John C. Meyer & Son 
Walter T. Armstrong, Inc. 
Progressive Composition Co. 
Alfred J. Jordan, Ine. 
Typographic Service, Inc. 
TLAND, ORE. 
Paul O. Giesey, Advertising Ty pog. 
. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
4 FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
3 TTLE, WASH. 
Martin & Pettitt, Inc. 
Frank McCaffrey's Acme Press of Seattle 


Deegan Supervises 
C&O Advertising 

Thomas J. Deegan, public re- 
lations director of the Robert R. 
Young interests—including the 
Chesapeake & Ohio Railway and 
Eagle-Lion Films—and president 
of the Federation for Railway 
Progress, has been appointed to 
supervise C&O advertising. 

Mr. Deegan will work with 
Walter J. Tuohy, Cleveland, who 
recently was advanced from vice- 
president to president of the rail- 
road, succeeding Robert J. Bow- 
man. Walter S. Jackson continues 
as advertising manager. 


Joins Rieser-Ernest 

Fred Dickman has joined 
Rieser-Ernest & Associates, Cin- 
cinati agency, where he will 
specialize in house organ, news- 
paper, trade publication and radio 


copy. 


Convair Sells Stinson 


to Piper Aircraft 

Consolidated Vultee Aircraft 
Corp. last week sold its Stinson 
division to Piper Aircraft Corp., 
Lock Haven, Pa. The transaction 
involved equipment, tools, spare 
parts and finished planes, but not 
the Stinson plant in Wayne, Mich. 

Stinson production was halted 
last summer, after continuous pro- 
duction since 1926. Its four-place 
planes sell at a higher price than 
Piper craft. W. T. Piper, president 
of Piper, said a _ shareholders’ 
meeting Jan. 18 would consider 
changing the name of the company 
to Piper-Stinson Aircraft Corp. 


Bunny Bear Names Silton 

Silton Brothers, Inc., Boston, has 
been appointed to handle the ad- 
vertising of Bunny Bear Products, 
Everett, Mass., manufacturer of 
baby necessities. 


Establish New PR Firm 


Frank DiMarco and Charles von 
Loewenfeldt have formed a new 
public relations organization, Di- 
Marco-von Loewenfeldt Associ- 
ates, with offices at 903 Mission 
St., San Francisco. The two prin- 
cipals formerly operated separate 
firms in San Francisco. 


Three Join Sines Agency 

John Van Heerden, Hazel Ross 
and David J. Scott have joined 
Raymond L. Sines & Associates, 
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San Francisco. Mr. Scott formerly 
was production manager of Macy’s 
of San Francisco. 


“That Fellow Bott” 


Creates the Unusual in 
Advertising that's salably 
sound! 


Special or regular assign- 
accepted from ad- 


Leo P. Bott, Jr. 
4 E. Jocksen $\ CHICAGO 


“etal, Glass and mirrores 
silver signs 


Sitk screen process 


Kansas. 


SPEAKS 


*“Kansas Farmer never fails to produce results 
for our advertising,” says Harold Rohrer. “| know that 
it is a publication which Kansas farmers read carefully.” Harold 
Rohrer of Junction City, Kansas, has been a consistent Kansas 
Farmer advertiser ever since he began raising registered Milk- 
ing Shorthorns on his spacious 450 acre farm in Geary County, 


* 


HIS MIND 


When a publication’s own subscribers 


select it as their number one advertising 


medium, that publication’s influence on 
the buying habits of its readers is estab- 
lished. The fact that Kansas Farmer is the 
11 to 1 choice of Kansas buyers of display 


livestock advertising is important to those 


advertisers who are looking for increased 


acceptance for or marketing new prod- 


ucts in Kansas. 


—. . 


Kansas Farmer 


JX oe . 
* — 
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This overwhelming acceptance of Kansas 


Farmer has been built 


by an editorial 


policy that analyzes not merely reports on 


farm events. The result 


is a farm paper 


that carries unequaled prestige in Kansas 


agriculture—a farm paper that exerts a 


dominant, creative influence on better 


farming methods—as illustrated by the 


confidence placed in it by Kansas farmers. 


Display Livestock Advertising 1947 


KANSAS FARMER... 


Sie PER 41,790 lines 


No.2 A WEEKLY FARM NEWSPAPER.... 3,915 lines 
(from Publishers Information Bureau) 


KANSAS FARMER 


Editorial and Business Office: Topeka, Kansas 
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Pepsi Promotes Chenoweth 


David M. Chenoweth, assistant 
general manager and sales mana- 
ger of Pepsi-Cola Co. of Canada, 
Montreal, has been appointed vice- 
president and managing director 
of the organization. 


Senate Beer to Kaufman 


Christian Heurich Brewing Co., 
Washington, D. C., brewer of Sen- 
ate ale and beer, has placed its ad- 
vertising with Henry J. Kaufman 
& Associates, Washington. 


remember 
Business 


Seek Higher Mail Rates; 
Magazines Hit Hardest 


Post Office Deficit at | 
$550,000,000, Donaldson 


Says; Costs Going Up i 


WASHINGTON—Mail users—par- | 
ticularly magazine publishers— 
were put on notice Tuesday that 
Postmaster General Jesse Donald- 
son will press the incoming Demo-| 
cratic Congress for a general rate 


hikes for third class (advertising 
and circular matter), fourth class 
(parcel post and catalogs), and, 
special services—all of which are! 
subject to a $110,000,000 rate in- 
crease which becomes effective 
Jan. 1. 


a This will be the third successive 
year that the department has gone 
to Congress for higher rates. In 


by mail users: That the deficit is 
increased at least $115,000,000 be- 
cause bookkeepers are not per- 
mitted to credit the department 
for the free mail carried for Con- 
gress and government agencies. 

Mail users also question cost ac- 
counting methods which show first 
class (letter mail) with a “profit”, 
and all other services with sub- 
stantial losses. During past hear- 
ings they have contended that un- 
fair portions of operating and labor 
costs are assigned to the second, 
third, and fourth classes and spe- 
cial services. 


ms Emerging from a budget con- 
ference at the White House Tues- 


increase covering virtually all|1947 its proposals, totaling $175,-| day, Mr. Donaldson estimated that 


postal services. 

With the department losing an 
unprecedented $550,000,000 a year, | 
Mr. Donaldson will spare only first 
class (letter mail), and will place 
particular emphasis on a _ higher 
second class rate for magazines. | 


Though the details of the Don- counting procedures which produce 
‘aldson proposals are still being 


withheld, it is clear that they in- 
clude a “second round” ofpostage 


000,000, were shelved. A second set 
of proposals totaling $243,000,000, 
submitted this spring, were scaled 
down to $110,000,000 before clear- 
ing Congress in June. 

During two years of hearings, 
mail users have challenged the ac- 


the department’s deficit figures. 
Last March, Mr. Donaldson con- 
ceded one of the major points made 


second class (newspapers, maga- 
zines, labor, fraternal, religious and 
educational publications) is re- 
sponsible for $207,000,000 of the 
$550,000,000 deficit. 

Simce second class produces less 
than $50,000,000 of revenue, the 
department long ago conceded that 
the 500 to 600% rate increases 
necessary to make it self-sustain- 
ing are impossible. 


70 Share ia Wallas’ 
Srilliaut Night Life 
.,, batat home they read The Dallas News 


Distance means nothing to these Texans. Big Dallas is host 
to all the folks in a hundred miles. They belong to Dallas and 


CRESMER & WOODWARD, INC., Representotives. New York, Chicago, Detroit, Son Francisco, Los Angeles. 


Dallas belongs to them. 


Here is a single, broad market, populous Northeast and 
North Central Texas, bigger than all Massachusetts, Rhode 
Island and Connecticut. More buying power than any other 


area in the Southwest. 


Dallas is its city. 


The De!las News is its newspaper. 


Sell the readers 
of The News ond 
you have sold the 
Dallas Market. 


Dallas Morning News 


RADIO STATIONS WFAA AND WFAA Ff 


THE TEXA 


S ALMANAC 


Member, Americon Newspoper Advertising Network 
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When the postwar rate revi joy 
studies got under way in 1947 th, 
department asked about $33,000 9 
of new revenue from second cla: s— 
approximately a 100% increas: aj 
that time. Earlier this year, \r 
Donaldson had decided that a$ 0, 
000,000 second class increase, «ar 
ried almost entirely by magazi ies 
was all that could be expected 


ws On Tuesday, he officially st ite; 
that some kind of second las 
subsidy was likely to continue int; 
the future. But he said rate ip 
creases are necessary, and that th 
bulk of the second class increas 
should fall on magazines, “whic 
are the most expensive second las 
item we handle.” 

Despite the ability of second las 
mail users to escape rate increase 
when other mail users were }h 
during the final minutes of th 
congressional session last Jund 
second class users will be in a mor 
difficult spot next year. 

Publishers will lack the mo 
convincing defense of other mai 
users—the need for delay whi! 
the $110,000,000 rate hike, aver 
aging better than 30% for the ser: 
vices involved, is being tested. 

Under the bill adopted in Jun 
and effective Jan. 1, air mail goe 
from 5¢ to 6¢, but a new 4¢ air mai 
post card, potentially useful fo 
merchandising purposes, come 
into existence. 


@ Third class circular matter goe 
from 1%¢ to 2¢ for the first tw 
ounces; parcel post increases 40%B 
special delivery goes to 15¢; mone 
orders, registry, COD and insur, 
ance all increase substantially. J; 

The bill will mean a substanti 
increase in the rates on catalogg,, 
and a new—and for some, mor 
expensive—method of computin 
rates on controlled circulation pub™, 
lications. 

The 30% increase on third clas 
effective Jan. 1 is designed to pro 
duce $38,600,000 of new revenue, @o 
sum substantially less than thd 
requested by the Postmaster Gen 
eral in March. Tuesday Mr. Don 
aldson estimated that third clas 
is still losing $129,000,000. 

Similarly, the Jan. 1 rate, | 
looking for $43,000,000 from parcd 
post, supplies only about half th 
revenue asked by Mr. Donaldsor 
Tuesday, the Postmaster Genera); 
said parcel post is losing $85,000, 
000 


a The department’s case rests 0 
$800,000,000 of wage, rent, utilit 
and transportation costs absorbe 
since the war. Volume has ing) 
creased $500,000,000, but with labof.; 
80% of its overhead, the departf,,; 
ment has lost ground. h 

On Tuesday, Mr. Donaldsof},; 
pointed out that recent wage | ‘ 
creases and higher freight rata | 
have already offset the $110,000@,.; 
000 anticipated from the 1948 ralf.y, 
bill. 34 

Congressional action this ye 
will be fortified by exhaustiy 
management studies now bell, , 
completed by engineers reta nei), 
by the Hoover Commission anc (i, 4 
House post office committee. 

Last month, former Presi ie F 
Herbert Hoover reported that hg. 
studies suggest reorganization \ 
the department along non-poli icq” 
lines, but at the same time M@. . 
Hoover said additional postage "a9 ,, 
increases are still necessary to »a 


ance its budget. Bay 
* »{ 

Appoints Don Rich a 
Don Rich has been appointe 
the newly created position of as», » 


tant to the publisher of Conven \ 
& Trade Shows, Atlantic City. F' 
the past year, Mr. Rich was } ul! 
lisher of Success & The Amer c@V 21 


Veteran, which he recently sol! @ 4 
Tilton Lake. lil 
‘H 


Cavendish Names Lancaste: \:\v, 

Cavendish Knitwear Corp., } epub. 
York , has appointed Lancaster \#1e 
vertising Agency, New York, 


handle its advertising. 
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FINGER POINTS—This copy, in which, 
P. Lorillard Co. congratulates the Amer- 
ican Medical Association on debunking 
proprietary claims of cigarets, appeared 
in 1,600-line ads in newspapers nation- 
ally. The theme was also used for one 
week's commercials on “Stop the Music’ 
and “Amateur Hour.” Lennen & Mitchell 
is the agency. 


Riegel Reaps As 
Hep-Mits Become 
Kids Mad Fad 


New YorK—Date mates, pen 
friends, dream team, fair pair, love 
gloves, hep-mits—it’s a new teen- 
age fad which has the Riegel Tex- 
tile Corp. sales-happy. 

The glove division of Riegel has 
regularly been selling, among other 
glove lines, a traditional jersey knit 
glove which comes in dark brown 
only. A few months ago, at the 
suggestion, it is claimed, of young 
movie star Peggy Ann Garner, the 
company first manufactured these 
gloves in different colors to please 
women. 

In addition to appealing to wo- 
men, Riegel discovered that col- 
lege students and teen-agers were 
buying them in great quantities, 
demanding them in mixed pairs 
matching their school colors. 


s Princeton athletic officials out- 
fitted their entire cheering section 
in orange-and-black gloves for the 
Princeton-Yale game. Northwest- 
rn also used them. 

Then the hep teen-agers, at- 
racted by the 49¢ price, began 
buying them in matched pairs and 
exchanging one glove with their 
‘steady date,” calling them date 

ates, love gloves and hep-mits. 
he manufacturer picked up the 
latter term as its trade name for 
he item. 

Riegel is now setting up country- 
vide distribution through national 
‘hains and leading department 
tores. New York’s Macy’s has al- 
eady run newspaper ads resulting 
n sell-outs. Riegel is launching a 
i rect mail and publicity campaign 
hrough its agency, Hiram Ashe 
Advertising Associates. 


AM Elects Bennett 


Wallace F. Bennett, owner of 
Bennett’s, a small paint and var- 
ish business in Salt Lake City, 
«s been elected president of the 
lational Association of Manufac- 
urers tor 1949. He succeeds Morris 
bayre, president of Corn Products 
Refining Co., who has become 
tairman of the board. Bennett’s 


#'iploys 250 workers, and NAM 


fficials believe it is the smallest 
cmpany ever to furnish an NAM 
b! esident. 


ames Stone-O’Halloran 


American Bowling Congress, 
lilwaukee, has named Stone- 
‘Halloran, Inc., Milwaukee, as 
(ivertising counsel for its official 
\iblication, Bowling Magazine. 
Pie agency will act in an advisory 


¥ pacity to the publisher and rep- 


esentatives. 
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Daisy Ladies’ Razor 
Opens Ad Promotion 


Los ANGELES—Color ads in Es- 
quire, Glamour, Harper’s Bazaar, 
Life and Vogue will open Holly- 
wood Razor Corp.’s national ad- 
vertising drive for its new Daisy 
ladies’ razor. 

Built into a gold-finished case, 
similar to those used for lipstick, 
the full-size razor is designed for 
carrying in a purse, or for use on a 


dressing table. The case serves as 
a handle for the 3” razor, which 
uses a special gold double-edge 
blade. 

The razor is packaged in a gift 
box, and sells for $1.95, including 
five blades. Extra blades retail at 
25¢ a package: 

Bozell & Jacobs, Chicago, is the 
agency. 


Crosley Appoints Henehan 


Mark J. Henehan, formerly mid- 
west regional public relations di- 


rector of Ford Motor Co., has been 
appointed director of advertising 
and public relations of Crosley 
Motors, Inc., Cincinnati. 


Craighead Names Ennis 

Helen L. Ennis has been named 
to handle the national advertising 
for products of Maurice Craighead, 
San Francisco, industrial designer 
and manufacturer. 


Apex Advances Toland 


Charles W. Toland, manager of 
foundry sales, 


has been named!) 


product sales manager of the 
vacuum cleaner division of Apex 
Electrical Mfg. Co., Cleveland. He 
has been with the company since 
1936. 


—BURBANK, CALIF.— 
Population 76,681 
WHAT A MARKET! 


OVER $12,000,000 SPENT 
ON NEW BUILDING 
THE FIRST 9 MONTHS OF ‘48 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 
Est. 1908 


Parris 
Goat 


THE BUCHEN COMPANY, 1923 
At 165 East Erie Street 


THE BUCHEN COMPANY 
Daily News Building 
1932 and Today 


Walther Buchen in his Ninth Year, 1932 


... ninth year with his own agency, 


that is. The Buchen Company got under way 
back in 1923, but for nine years ‘the boss” 
kept up such a full head of steam, he couldn’t 
stop to have his picture taken. 

If Buchen looks deep in thought here, you’ll 
recall that ’°32 was a year for deep thinking in 


the ad business. 


His own company came 


through the lean years scarred but scrappy, 
still set on its original course—to offer a spe- 
cialized service for durable goods advertisers. 


_ There was no such service in the early days, 


Oy 
a 


otitis 


B acd Anderson Company 
peat « Chicago, Illinois « Telephone Harrison 7-3732 
Nickeltypers « Matrix Makers «+ Stereotypers 


as Buchen learned while working as copywriter, 


research director, and plan and production 


head for two of the big-name agencies. They 


went in for the mass-appeal, glamour accounts; 


Buchen’s own company was first to concentrate 
on what he describes as “durable goods and 
capital services for home, farm, and industry.” 

Its purpose hasn’t changed, and today The 
Buchen Company is the largest agency of its 
kind. Unchanged also is its friendly relation- 
ship with Partridge and Anderson, continuous 


for twenty-five years. 
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Four A’s Sets Exam 
Dates in February 


New York—The annual aptitude 
tests conducted by the American 
Association of Advertising Agen- 
cies will be held Feb. 19 and 26. 

Jonn E. Wiley, chairman, Fuller 
& Smith & Ross and chairman of 
the Four A’s for examinations, said 
that the dates had been selected so 
as to give results to candidates 
and employers as early as possible 
in the year. 

Tests will be given for the first 
time in the South and Southwest 
this year, with definite dates at 
St. Louis, Dallas and San Fran- 


cisco. Last year tests were given 
in Boston, Chicago, Cleveland, 
Dayton, Detroit, Los Angeles, Min- 
neapolis, New York, Philadelphia, 
Pittsburgh and Portland, Ore. 
Any person not employed by an 
agency may take the examination, 
although college students are lim- 
ited to final year students. A fee 
of $15 is charged each candidate. 


Will Handle Dishmaster 


Gerity-Michigan Corp., Adrian, 
Mich., has been given exclusive 
sales rights for the Dishmaster, 
a kitchen sink fixture for washing 
dishes, made by Dishmaster Corp. 
Gerity-Michigan has been manu- 
facturing parts for the Dishmaster. 
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Be ‘Cheery With 
Cherries, Growers 
Suggest in Ad Copy 


Cuicaco—The National Red 
Cherry Institute hopes to make it 
a “Cherry Christmas” this year 
and is saying so in its biggest 
advertising and merchandising 
program, aimed at both consumer 
and institutional use of canned 
and frozen cherries. 

The consumer drive will be 
spearheaded by a full-color page 
in the Dec. 18 Saturday Evening 
Post, headlined “Cherry Christ- 
mas!”’ Additional holiday copy will 
run in business papers serving 
the bakery, restaurant, hotel, insti- 
tutional and grocery fields. The 
institute also is distributing point- 
of-sale pieces, including blowups 
of the Post page and window 


streamers bearing the “Cherry 
Christmas” theme, to groceries, 
restaurants, bakeries and foun- 
tains. 


Advertising Age, December 13, 94 


Institute members include red 
cherry growers and processors in 
Michigan, Wisconsin, New York, 
Pennsylvania, Ohio, Oregon, Wash- 
ington, Colorado, West Virginia 
and Utah. L. W. Ramsey Co. han- 
dles the account. 


Development Bureau Offers 


Latex Foam Sales Kit 

Rubber Development Bureau, 
Washington, D. C., has prepared a 
package of latex foam selling aids, 
slanted toward the home furnish- 
ings field. The package includes a 
12-page fact booklet, which tells 
what the material is, how it is 
made, who makes it, its uses and 
advantages; and a second booklet 
which gives the results of a recent 
nationwide survey covering con- 
sumers, fabricators and manufac- 
turers of latex foam. In addition, a 
direct mail piece, merchandising 
manual, display card, and sales- 
man’s sample of latex foam are in- 
cluded in the package. 

The package will be promoted 
through direct mail and trade pub- 
lication advertising. Channing L. 
Bete Co., Greenfield, Mass., is the 
agency. 


~ Sales Jumped 7 


When Women Saw This Seal! 


—reports housewares’ manager of department store in New Jersey 


vas 
ADVERT sey TwttC dll 


Fe TWO WEEKS the Kresge-Newark store in New 
Jersey conducted a housewares’ promotion built 


07 ie .* 
> ' around the merchandise covered by the Good 


Ping 


4» Kresge-Newark housewares event identified every 
item endorsed by the Good Housekeeping 
Guaranty Seal. Mirro Aluminum, Revere Stainless 
Steel Ware, Detecto Hampers, Camfield Toasters 
were among the fast sellers. 


Demonstrations of General Food Slicer were pop- * 
ular. Other displays included Presto Cookers, 
Cannon Sheets, General Electric Ranges, Quaker 
Lace Tablecloths, Holmes and Edwards Silver- 
plate, and 210 other leading brands. 


Housekeeping Guaranty Seal. 


Newspaper ads and window displays featured Seal- 
endorsed products. The entire sixth floor was ‘Good 

‘ Housekeeping” floor. Seals hung from the ceiling. 
There were easels, display cards, photographic post- 
ers showing how Good Housekeeping laboratories 
investigate a product. Cooking demonstrations fea- 


tured Good Housekeeping recipes. 


Women flocked in to look, listen—and buy. Time 
and again, one heard the comment: “If it’s guaran- 
teed by Good Housekeeping, it must be good!”’ 


Result: Said Robert J. Powderly, sales promotion 
manager: ‘‘Our sales figures showed a sizable gain.” 
Management called it an “outstanding”’ job. 
Positive proof that the Good Housekeeping 
Guaranty Seal sells goods. 
Promotions in drug and grocery stores show the same 
kind of results. 


No other magazine can offer its advertisers such a 
powerful selling advantage . . . a concrete means of 
helping their advertisements pay offat the point of sale. 


Just add waier 


We ene BG sencous wonres +; Quiet 


lemon + Seger + Cotmeal-Reisis 


OPENING AD—This full-color ad is used 

by Skaggs Products, Inc., Los Angeles 

when entering new markets with its Qwix 

cookie mix. Dan B. Miner Co., Los An 
geles, is the agency. 


Qwixy Cookie Mix 
Enters 9 Markets 


Los ANGELES—Skaggs Product 
Co. here has obtained distributio 
in nine western cities for its Qwix 
cookie mix, having gone into th 
markets one at a time since Qwix 
was introduced last August. 

The product was first broug 
out in Los Angeles, and now is o 
grocery shelves in San Francisc 
Eugene and Portland, Ore., Seatt] 
and Spokane, Wash., Salt Lak 
City and Ogden, Utah, and Denve 
In each city, Skaggs relied chief! 
on newspaper ads, and these a 
credited with playing a majo 
part in securing jobber representa 
tion. 

Starting with full-page cok 
insertions, the Qwixy advertisin 
has tapered down to semi-week! 
insertions and then to weekly ac 
—each of about eight colum 
inches—in each city. The ads hav 
been complemented by an inter 
sive publicity effort aimed at hom 
economics editors of newspapers 

Also, the company is current! 
using a crew of demonstrators i 
Los Angeles, and plans call f 
demonstrations in other citi 
entered. 

President of Skaggs Products 
Sidney Skaggs, long active in th 
prepared mix field. He former! 
was the manufacturer of Cinc 
food mixes, sold by Cinch Pr 
ducts, Inc., here. 

Dan B. Miner Co., Los Angele 
handles Qwixy advertising. 


Fosdick and Payson Form 
Agency in Maine 


Fosdick, Payson & Co., adverti: 
ing agency, has been formed, wit 
headquarters at 15 Drummond Sj 
Auburn, Me. Douglas Fosdic 
formerly publisher of the Time 
Rumford Falls, Me., will be i 
charge of the Lewiston-Aubu 
office. L. Norton Payson, former! 
with the Gannett Newspapers | 
Portland, Me., will be in charge 
the Portland branch of the agen 
located at 53 Exchange St. 

James A. Byrnes will assist ™ 
Fosdick; Dorothy Purnell will he 
the fashion department, and 
coln Rockwell joins the art d 
partment. 


Airquipment Buys Aerol 


Airquipment Co., Burbank, ~a 
manufacturer and marketer of 2! 
craft ground handling equipn 
has purchased Aerol Co., 
Angeles, manufacturer of mate 
handling equipment and devel 
of a water-tight wheel. Aerol 
operate as a subsidiary of Airu 
ment, which is a wholly-ov 
subsidiary of Lockheed Air: 
Corp. 


Two Join Baker Agency 


Peter Lyman, formerly 
promotion manager for > 


Marche, Spokane, has been nan 
an account executive of Frede ’ 
Baker & Associates, Seattle. Ja 
Ficken, formerly with the W< 
ington Post, has joined the age 


as copywriter and publicity m: 
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Store FM Sells 
Well in Iowa; 
to Expand Setup 


Des Mornes—Supermarket com- 
mercials via FM radio in this area 
are selling plenty of groceries, and 
the comparatively new system 
should be out of the red this month, 
according to Cy Newman, agency 
executive and head of Super Mar- 
ket Advertising Co. 

The company, ‘after slightly 
more than two months of opera- 
tion, reports an over-all increase 
of 38% in sales of products ad- 
vertised direct to the consumers 
on FM receivers installed in 21 
Thrift Way supermarkets in cen- 
tral Iowa. 

Mr. Newman, who is also radio 
director of Meneough, Martin & 
Seymour, Des Moines agency, said 
11 advertisers are using the facil- 
ities leased by Super Market Ad- 
vertising Co. from KSO-FM, and 
that the new company should start 
showing a profit now. The groc- 
ers, he added, are enthusiastic 
over results, and there have al- 
ready been some shifts in the rel- 
ative sales positions of branded 
products. 


a Within another year, said Mr. | 
Newman, his company intends to, 
install similar setups in ten other 
areas and expects to have no dif- 
ficulty in arranging the necessary | 
FM station facilities. 

The Thrift Way stores are lo- 
cated here and in West Des Moines, 
Boone, Newton, Winterset, Perry, 
Grinnell, Marshalltown, Oskaloosa 
and Ottumwa. Each store is equip- 
ped with an FM receiver and am- 
plifiers to air the programs, broad- 
cast from 9 a. m. to 6 p. m. week- 
days and 9 a. m. to 7 p. m. Satur- 
days. From 8 to 16 ceiling-type 
speakers are installed in each store. 

The programs include three 
minutes of music, 15 seconds of 
silence, 25 seconds for announce- 
ments and another 20 seconds of 
silence. The transcribed sales ap-| 
peals shy away from singing com-— 
mercials, using such straight re- 
minders as: “Don’t be caught 
short—better take some _ bread 
home.” Quoting of prices is op- 
tional with the advertiser. 


s Commercials are sold at the rate 
of 378 weekly announcements for | 
$35.25, which Mr. Newman figures | 
out at nine cents per plug per 
store, or ten customers for a penny. | 
Circulation is estimated at 236,- 
250, with the 12,000 Des Moines 
homes having FM receivers con- 
sidered a bonus audience. Each 
store has an average of 11,250 cus- 
tomers a week. The Ottumwa store, 
90 miles from here, installed a 
television aerial to assure a strong 
signal from KSO-FM. 

Bread sales have gone up 60% 
during the first two months of op- 
eration, Mr. Newman declared, 
while a coffee brand which pre- 
viously sold one to three against 
national brands now is abreast of 
them. 


Red Cross to Compton 


The American Red Cross has) 
named Compton Advertising, New 
York, as voluntary agency for its | 
1949 drive, which starts March 1, 
1949. The Red Cross 1949 fund 
objective is $65,000,000. 


Appoints Frost Agency 

Harry M. Frost Co., Boston, has 
been appointed to handle the ad- 
vertising of Bath Iron Works 
Corp., Bath, Me., shipbuilding and 
engineer, effective Jan. 1. 


Photo Color Studios Moves 


Photo Color Studios, Inc., oper- 
ated by George Hukar and Robert 
B. Kohl, has moved to 100 E. Ohio 
St., Chicago. 


Advertising Age, December 13, 1948 


Buys Panellit Division 


Mary Eaker, who resigned as 
vice-president of Panellit, Inc., 
Chicago, has purchased the sign 
and display division of Panellit, 
which she will operate as Panel- 
lit Displays, Inc., with temporary 
offices at Panellit, Inc., 7212 N. 
Clark St. Panellit, Inc., will con- 
tinue to operate as designer and 
manufacturer of process control 
systems, pressure switches and 
alarm devices. 


‘Times’ Sets Ad Record 


The New York Times set a new 
advertising record on Sunday, Nov. 
28, when it carried 1,402 columns 
(420,507 lines) of advertising. The 
previous record, 1,383 columns, 
was set by the edition of Sunday, 
Dec. 7, 1947, which included a 28- 
page winter vacation supplement. 


KOMO Appoints Frey 


Margaret Frey, formerly pro- 
duction manager of Raymond L. 
Sines & Associates, San Francisco, 
has been appointed publicity direc- 
tor of Station KOMO, Seattle. She 
succeeds Marion Wood, now with 
Frederick & Nelson. 


‘Crown Flour Drive 


Expanded for 1949 


PORTLAND, 


first half of 1949 constituting the 
largest program in the history of 
the company. Newspapers will be 
the basic medium in the regional 
campaign that will promote Crown | 
flour in Oregon and southwestern 
Washington. 

Four-column by 12” ads, based 
on a Crown “Cook-of-the-month” | 
series, plus smaller brand name | 
ads, will run in dailies through- 
out the market area. A selected list | 
of weeklies will also run the 
smaller ads. 

In addition, the campaign will 
include 24-sheet posters in 19 
cities; transit advertising in the 
metropolitan Portland area; radio 
announcements in seven key cities, 
and a regular schedule in Oregon 
Farmer, Oregon Independent Gro- 
cer and Western Baker. 

Richard G. Montgomery & As- 
sociates, Portland, is the agency. 


| 


|Empire Brush Works, Inc., Port 
| Chester, 
OrE.—Crown Mills! 
has released schedules for the | 


Empire Brush Names Wesley 
The personal brush division of 


N. Y., has appointed 
Wesley Associates, New York, to 
handle advertising for the drug 
chain, department store, wholesale 
drug and beauty jobber fields, ef- 
fective Jan. 1. Reiss Advertising, 
New York, continues as agency for 
Empire’s household and mainten- | 
ance brush lines. 


Bartlett Joins Morse 


William L. Bartlett, oii’ 
with Ward Wheelock Co., Phila- | 
delphia, and Batten, Barton, Dur- | 


|stine & Osborn, New York, has| 


joined Morse International, New | 
York, as assistant to the buneet| 
group copy chief. 
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Fresh, exhilarating crispness. The Herald-American has it. That’s why so many Chicago men 


and women between the ages of 15 and 50* read the Herald-American every evening. 


There’s an unending newness, a fresh approach to the telling and picturing of the news 


which gives the Herald-American an exciting difference that attracts young, up-and-doing 


Chicagoans. 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 


able-to-buy families in the process of accumulation—the largest evening newspaper audience 


in Chicago. 


*A complete analysis of the Herald-American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Politz 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald-American 


Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 


CHICAGO HERALD-AMERICAN 
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EVENING CIRCULATION OVER 500,000—SUNDAY OVER A MILLION 
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Becomes De Haan Division 


Toepfer-Anderson Promotion 
Service, New York, direct mail 
service, has become a division of 
De Haan, Inc., New York, direct 
mail company. 


Van Cott Joins Pocket Books 


Charles Van Cott has been ap- 
pointed director of advertising and 
sales promotion of Pocket Books, 
Inc., New York. 
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JAMES D. 
WOOLF 


Copy Consultant 


Hard-pressed for an IDEA 
to reverse a dec sales 
curve? Write in confidence 
to me at Santa Fe, N. M. 
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Footnotes 


inom eG. D. Ceram JR. anne 


There are some extremely inter- 
esting implications in the work of 
Print It in Chicago, a joint labor- 
management group whose organi- 
zation and objectives were reported 
in the Dec. 6 issue of ADVERTISING 
AGE. 

The graphic arts industry has 
suffered in recent years from a 
vast amount of publicity concern- 
ing the conflict between the un- 
ions, principally the ITU, and the 
employers. Hence the idea that 
workers and management are act- 
ually getting together for coopera- 
tive effort, on the theory that their 
interests are really mutual, is a 
refreshing and almost revolution- 
ary change in recent viewpoint. 


ws Of course the fact that workers 
and management are in a partner- 
ship to sell their joint product to 


ee YOU a message for oF Nt OY 


Educators want factual, up-to-date information 


about American business. They want to know 


use programs prepared by 


for material. 


nation. 


about your research, your products and your 
services. Are you giving them this information 
— in the form they can use? 

e 
Over 200,000 teachers throughout the country accept and 


Services. For twenty-five years, our Bureau has served 
the needs of teachers with industry-sponsored-and-paid- 


Whatever your problem, the Bureau is ready to discuss 
it with you. The Bureau acts as educational advisor. It also 
develops and distributes material for you— including lit- 
erature, wall charts, filmstrips —IF —it meets the need of 
the teacher and serves the health of an industry or our 


Why don't you investigate our service ‘‘by educators for 
educators?"’ Write or telephone today and our representa- 
tive will call to discuss your own problem of education. 


BUREAU OF EDUCATIONAL SERVICES, 


a department of The Byron G. Moon Company, Inc., 
Canal 6-3940, 401 BROADWAY, NEW YORK 13, N. Y. 


the Bureau of Educational 


712 FEDERAL ST. - 


Amerseces Sirat Cay taoer 


REVERE 
COLOR 


REVERE PHOTO ENGRAVING CO. 


CHICAGO 5, ILL. 


the public is hardly debatable, but 
it has sometimes been lost sight 
of in contract negotiations. Yet 
if that partnership were a day-to- 
day reality, based on thorough 
understanding of the problems of 
maintaining sales volume, employ- 
ment and profits, my guess is that 
contracts could be negotiated with- 
out much of a struggle. 

Union representatives, contrary 
to the picture that is sometimes 
presented, are usually an intelli- 
gent and articulate group. The idea 
that they don’t know the facts of 
life as represented by industry 
economics is a fallacy. Hence I am 
sure that labor groups as well as 
management realize that high 
Wages are dependent not only on 
skilled workmanship, but also on 
the ability of the industry to sell 
its products in a competitive mar- 
ket. That in turn depends on the 
productivity of the workers as 
well as the capacity of the ma- 
chines they operate. 


m Higher wages and shorter hours, 
plus other worker benefits, should 
logically be the objective of man- 
agement as well as unions, since 
the purchasing capacity of em- 
ployes is the basis of our whole 
marketing structure. They are 
entirely possible, on an ascending 
scale, provided there is real re- 
cognition of the basic requirement 
that quantity and quality of gut- 
put rise along with the labor costs 
of the industry. The union repre- 
sentatives whom I have heard 
discuss this subject see the pic- 
ture just as clearly as do the repre- 
sentatives cf management. 

Getting together to promote a 
market, as the Print It in Chicago 
committee is doing, should be a 
liberal education for all concerned. 
Sitting on the same side of the 
table studying the problems of 
satisfying the customer. should 
certainly build unity of purpose 
and stability of policy among both 
management and labor’ groups. 
They will be fighting together 
rather than fighting each other. 

Maintaining Chicago’s Number 
One position in the printing world 
is the objective of this new labor- 
management group. Successful op- 
eration should make not only for 
continued progress on the sales 
front, but also a better market to 
work in and to buy in. The ex- 
ample of the graphic arts industry 
in Chicago might well be followed 
by other printing centers and other 
industries in which the naive idea 
that wages and hours can be dis- 
cussed without reference to in- 
dustry sales problems is still gene- 
rally accepted. 


Colorado Stations 
Form New Network 


Columbine Network, centering 
at KMYR, Denver non-national 
network station, was launched Dec. 
5 by several Colorado stations. 
Lines will be open initially from 
1:15-4 p.m. daily except Saturday 
for KMYR; KYOU, Greeley; 
KRDO, Colorado Springs; KCOL, 
Fort Collins, with KEXO, Grand 
Junction, and KCSJ, Pueblo, signed 
to join the network as soon as lines 
are available. The network has 
been operating for the past 18 
months on special events and 
sports. 

Edwin E. Koepke has resigned 
from Ben Benzoff & Co., Denver 
agency, to become commercial 
manager of the new network, and 
Joseph C. McGrane, with KOB, 
Albuquerque, N. M., will be pro- 
gram director. 


DuBois Appoints Baer 


DuBois Co., Cincinnati, manu- 
facturer and distributor of spe- 
cialized chemical products, has ap- 
pointed S. C. Baer Co., Cincinnati, 
to handle its advertising. 


Branigan Joins Cairns me 
Ruth Branigan, formerly an ac- 
count executive of Alfred J. Sil- 
berstein-Bert Goldsmith, Inc., has 
joined the executive staff of John 


A. Cairns & Co., New York 
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Collins’ Picture 
Book on Advertising 
Discusses Armour 


Cuicaco—A new kind of book 
on advertising, consisting largely 
of pictures, with accompanying ex- 
planatory text, is being developed 
by Alfred Collins, art director of 
promotional advertising of Esquire, 
Inc. It will be called “Advertis- 
ing,” and will be sold for use by 
students and others. 

A unique feature of the book is 
that it will discuss advertising of 
a specific product, Armour & 
Co.’s pantry shelf meats, with a 
statement of the sales and mer- 
chandising problems prepared by 
the company followed by detailed 
expositions of how each major 
medium fits into the campaign. 

American Broadcasting Co. will 
supply the material on radio ad- 
vertising; WENR-TV on television; 
General Outdoor on posters; Chain 
Store Age on business papers; 
Magill-Weinsheimer on point of 
sale, etc. A leading general maga- 
zine and a newspaper group have 
been invited to contribute chapters 
on those respective media. 

Cooperating with Mr: Collins in 
the production of the book are 


Harry Collins, of Collins, Mille: ¢ 
Hutchings, photo-engravers; Ho y- 
ard Keller, D. F. Keller & (o, 
printers; Bertsch & Cooper, t,- 
pographers; Bureau of Advertisir ¢, 
ANPA, and William Neebe 
illustrator. It is expected that te 
book will be published early in 
1949. 


Motorola Appoints Grew 

Walter H. Grew, formerly with 
D. W. May Co., distributor in the 
New York area of radios and elec- 
trical appliances, has been ap- 
pointed sales promotion manager 
of Motorola-New York, distrib- 
utor in the East of Motorola prod- 
ucts. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Negroes 

10 billion dollars a year! If a 
food, drinks, gowel , Or any other 
products to sell, reach this big buying 
public through the Negro papers and 
magazines. interstate Un News. 
papers, | 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 

tod. 


profits! Write us lay. 
N OTE: We now have facts compiled by the 
© Research Co. of America on brand 


eferences of Negroes from coast to 
Write now for this free information. — 


Paul W. Morency, Vice Pres.-Gen. Mgr. 


land 


Walter Johnson, Asst. Gen. Mgr.-Sales Mgr. 


WTIC’s 50,000 watts represented nationally by Weed & Co. 


they're 


PHONE: STate 2-977 


Here Is An Idea! 


blow-ups of your four-color ads— 


and backgrounds, point-of-sale pieces. 
And YOU save because there's no 

additional art work or composition cost 
jhe way we do it! 


WRITE TODAY FOR OUR FREE COLOR 
BLOW-UP PACKET AND SEE ACTUAL 
EXAMPLES OF WHAT WE'RE DOING 
FOR MANY NATIONAL ADVERTISERS 
AT SURPRISINGLY LOW COST! 


Let us make quantity color 


perfect for window streamer 


a 
RAPID COPY SERVICE 


123 North Wacker. Drive 
Chicago 6, Illinois 
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WHOLE FAMILY—Collier’s, Life, Look, Newsweek and Time will carry this Christmas 
spread for Hiram Walker, Inc., Detroit, featuring the Walker brand “family.” 


Indian Newspaper 
Chain Establishes 
New York Office 


New YorK—The Dalmia-Jain 
chain of publications in India, in- 
cluding the 110-year-old Times of 
India, has opened advertising, ed- 
itorial and purchasing offices in 
the Empire State building, New 
York. 

This is the first office estab- 
lished by the chain in the Western 
Hemisphere. All the chain’s in- 
terests in North and South America 
will be handled by this office. A 
central news operation is being 
started and all advertisements from 
the Western Hemisphere for any 
newspapers in the chain will be 
handled here. 

The Clartex Corp., an American 
company, has been formed to act 
for Dalmia-Jain in its Western 
Hemisphere operation. Leo J. Mar- 
golin, who formerly operated his 
own public relations firm and was 
a former staff member of the New 
York Herald Tribune ‘and Times, 
is president of Clartex. David B. 
Freeman, who has been in the ex- 
port trade field, assists Mr. Mar- 
golin. 

Represented in the Dalmia-Jain 
chain are the following publica- 
tions: Bharat, Calcutta; Evening 


News of India, Bombay; Indian 
News Chronicle, Delhi; National 
Call, Delhi; Nav Bharat, Delhi; 


Nav Yug, Delhi; Sunday News of 
India, Bombay; The _ Illustrated 
Weekly of India, Bombay; The 
Times of India, Bombay, and the 
Civil and Military Gazette of 
Lahore and Daily Gazette in Pak- 
istan. 


Tea Garden Launches. Drive 
for Preserves and Syrups 


Tea Garden Products Co., San 
Francisco, has launched an ac- 
celerated advertising campaign 
using 24-sheet posters in all major 
West Coast markets. This marks 
the first time the company has 
used outdoor for promoting its line 
of preserves and syrups. In ad- 
dition to the outdoor schedule, Tea 
Garden is appearing weekly in 
Jessie’s Notebook in newspapers 
of all major West Coast markets, 
and Sunset and Western Family 
are carrying a regular schedule. 
Batten, Barton, Durstine & Osborn, 
San Francisco, is the agency. 

W. L. Stuttaford, formerly Pa- 
cific division sales manager of 
Nestle Milk Products, Inc., has 
been named vice-president and 
general sales manager of the 
company. 


Berg Heads Rights Corp. 


Sidney H. Berg, formerly di- 
rector of advertising and public 
relations for Loft Candy Shops, 
New York, has been appointed 
president of Rights Corp. of Amer- 
ica, New York, sales promotion or- 
ganization specializing in the cre- 
ation and promotion of merchan- 
dise tied in with motion pictures, 
radio and television shows, the 


theater and sport. Before joining 
Loft in 1945, Mr. Berg spent 13 
years with Lit Bros., Philadelphia. 


‘Holiday’ Services Dealers 


More than 1,000 liquor stores 
throughout the country will re- 
ceive this week the first quarterly 
edition of a new merchandising 


vertised in Holiday. The portfolio 
carries reproductions of ads of 
liquor store products which the 
magazine will mount on display 
eards and furnish to dealers free 
of charge at their request. 


BNF Honors 51 Stores 


Newspaper ads of 51 stores in 
27 states have received “Certifi- 
cates of Merit” from the Brand 
Names Foundation, New York, 
since it inaugurated the awards 
in April, 1947. An average of 
1,000 ad entries stressing the im- 
portance of famous brands of mer- 
chandise are received each month 
for consideration. 


Crescent Electric to Lyon 

W. D. Lyon Co., Cedar Rapids, 
Ia., has been named to direct the 
advertising of Crescent Electric 
Supply Co., Dubuque, Ia., distrib- 
utor of General Electric home ap- 
pliances. Newspapers and radio 
will be used in Illinois, Iowa, 
Wisconsin and South Dakota. 


Conklin Joins Haire 
Myra N. Conklin, formerly with 


service which features liquors ad-!| American Perfumer, New York, 


MORE THAN S00 


has joined the editorial staff of 


Cosmetics and Toiletries, New ’ 
York, a Haire publication. DATES TO TIE TO IN °49 
SCHOYER'S 
VITAL ANNIVERSARIES 


Jarmane to van der Linde 


Jarmane, Inc., Sioux Falls, S. 
D., pharmaceuticals, has appointed 
Victor van der Linde Co., New 
York, to handle its advertising. 


of Hittory, Mumon interest; the Arts, Science, 
Crime; Birth, Oeothy for dolly use in 1949. 
FOR ALL WRITERS, SPEAKERS, EDUCATORS 


ORDER NOW — SEND $2.00 TO: 
SCHOYER & CO., 304 Ross St., Pittsburgh 19, Pa. 


merchandising 
cooperation 


The News-Sentinel covers more than 9 out of 
10 homes in Fort Wayne and offers 100% co- 
operation with National Advertisers. Food, 
Drug and Liquor monthly Merchandisers. Week- 
ly Grocers Bulletin. Market Map. Route Lists. 
Tie-in ads solicited by experienced local staff. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
° NEW YORK — CHICAGO — DETROIT 


ALLEN - KLAPP CO. 


...dihe California without the 


_illion ollar alley ofthe ees 


( 
és 


a 
Sacro mento 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles ° 


New York ° 


Cc 


Detroit * Chicego * 


Sean Francisco 


ey 2 Billion Dollar Valley is more like it! Because that 
is now the Valley's buying power. And this great inland 
market of California has the buying habit, too. Yes, on food 
alone, Valley people spend 34% more than the US. per 
Capita average. And on all retail purchases Valley people 
annually spend more than all Oregonians! * 

But you'll pass up the Billion Dollar Valley if you 
depend on outside newspapers. They just don’t get around 
in this independent market, which lies well inland in Cali- 
fornia. So make sure you advertise in the Valley . .. in The 
Sacramento Bee, The Fresno Bee and The Modesto Bee. 
Youll reach far more Valley people with these three 
McClatchy newspapers than with any other combination of 
papers—local or West Coast. 


*Sales Management's 1948 Copyrighted Survey 


latchy  ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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Is ‘Top Drawer’ Bigness 
or Ability, He Wonders 


To the Editor: The other day an 
advertising news columnist, when 
talking about a copywriter in a 
well-known advertising agency, 
referred to the man as a “top- 
drawer writer.” Without any re- 
flection on this copywriter, I 
would like to know just what is a 
top-drawer copywriter. And, also, 
just what is a big-league adver- 
tising agency? 

Does a man get to be top-drawer 
because he makes a lot of money? 
Or is employed by a so-called 
big-league agency? Or is it be- 
cause he does good work? And is 
an agency a big-league agency be- 
cause it has a lot of billing? Or be- 
cause it, too, does good work? 

For a long time I have been 
noting those two terms—top- 
drawer and big-league—with an 
ever increasing inward burn. And 
it gets particularly bad when there 
is some sort of project—for exam- 
ple, a save wheat drive—and the 
news columns are filled with stor- 
ies Of how the men who run the 
projects rush to the so-called big- 
league agencies and the agencies 
in turn rush to throw their brains 
into the cause. All of which makes 
for dramatic reading. 

One would get an idea from 
these stories that large advertising 


agencies have a monopoly on tal- 
ent and that only they are equip- 
ped to do a job. In my opinion, it 
is most questionable that the so- 
called big leagues have a monop- 
oly on either talent or the ability 
to perform. And I think that it is 
a mistake—particularly so on 
“cause projects’—to rule out all 
available talent in favor of a se- 
lect few. 

As a copywriter, I think I’m 


advertising agency, I think we’re 
pretty good. There are many more 
copywriters like me, and many 
more agencies like ours. As copy- 
writers, we prefer to work just 
where we do work. As agencies, 
we have no desire to become 
giants. But the important thing 
is that we don’t have to take our 
hats off to anybody—and in any 
assignment. ° 

As a matter of fact, I sometimes 
think that the people working in 
the small and medium-sized agen- 
cies are much keener than those 
operating in the so-called big 
leagues. We don’t have tremen- 
dous budgets to play around with 
... there is no room for practicing 
with the client’s money...we 
can’t permit ourselves the luxury 
of push-pins and flags and maps 
and speculation. We've got to 
make every dollar count. We’ve 
got to make every ad pay. 
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In LOUISVILLE 


a metropolitan city area 
of over 500,000 


Look to Louisville... 
The Government expended 
$355,000,000 in industrial plant 
facilities in Louisville during the 
late war. The great majority of 
these plants are in peacetime 
operation. 


The Conrier-Zournal 4 


335,585 DAILY @ 


268,044 SUNDAY 


This department is a reader’s forum. Letters are welcome. 


pretty good. As a member of this | 


| 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Let me quote from something I 
read the other day: “The little 
business competes with big busi- 
ness by using its head more and 
pleasing its customers better. It 
can avoid the red tape, and the 
ponderous methods of a large or- 
ganization, and it can be quick- 
witted and faster on its feet.” 

In closing, let me again say that 
talent is not the exclusive properly 
of any one group. And that adver- 
tising is not a baseball game. It is 
not a matter of stepping from one 
league to another, nor is it a mat- 
ter of stepping from one drawer 
to another. All that counts is re- 
sults. You can find a results story 
in a one-man agency and you can 
find a results story in a thousand- 
man agency. 

I think that it is high time that 
we stopped standing in awe of 
high places and well-publicized 
names. A whole stable of big shots, 
hot shots and sure shots guided 
Mr. Dewey and we know what 
hapened to him. Just a bunch of 
so-called little people backed Mr. 
Truman, and he is still Champ and 
President. 

MILTon M. HERMANSON, 

Copy Chief, Shappe-Wilkes, 

Inc., New York. 


Editor’s Note: A host of readers 
will say Amen to this. Big organ- 
izations may be good or bad, and 
so may small ones. But size should 
not be confused with talent or 
ability. 

sees 


Show Merchandise, Advice 
to Men's Wear Advertisers 


To the Editor: In case anybody 
may be wondering what is wrong | 
with men’s clothing advertising in 
general and men’s clothing sales in| 
particular, he-might find the an-| 
swers in three advertisements ap- | 
pearing in the New York Times 
Magazine, Sunday, Nov. 14. 

In one of the advertisements 
there’s an illustration of a fresh- 
faced girl with a cap made up of} 
swatches of fabrics. High up in 
the corner of the page is a small 
illustration of a suit. 

In another advertisement there’s 
a small illustration of a nude wo- 
man, and a half illustration of a 
suit. In the third advertisement, 
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there’s a full figure of a man, journals are not a waste of ene rg, 
walking alongside some bedecked| There may be some vague Ug is 
character, supposedly an ambassa- gestion that the babes in the b: w| ‘ 


dor. The ad is captioned: “Did ing alley might “make more mx neq: 

you ever rub shoulders with an faster.” But not in a bowling a! leg, 

Ambassador?” J. A. Warren §f, 
The practice of identifying them-| Automotive Retailer, Morri - 

selves with knights and ambassa- town, N. J. 

dors and royal guards has long ees 


delighted men’s clothing adver- 

tisers. And, of course, they’ve al-| Tells How Transitad 
ways had dignity awesome enough Judging Was Handled 
to scare hell out of the reader. In| ‘To the Editor: I have read Wit) 
recent years, they've discovered’ interest the charge made b\ 
sex. But what so few of them have Thunder of Cincinnati regar«in 
discovered is the fact that they groups who issue “awards o 
are in business to sell suits, top- merit” to fellow associates. 
coats and overcoats—and that one| 7 an not personally acquaint 


very good way to do that is to with the rules set down for the 
nate a oneal at its most judging of posters, which seem tj 
eautiful best. | have aroused the ire of Mr. Thun 

The women’s apparel manufac-) ger, put I do object to Mr. Thun 
turers know it. The furniture man-| ger’s all-inclusive indictment o 
ufacturers know it. The trash-can | «,)) groups” who issue “awards o 
manufacturers know it. Maybe,' merit.” 
some day, the men’s wear people We have just issued a_ boo! 


will learn it too. called “Representative Transit 
Rosert M. Dore, | ads.” In this book we illustray 
Shappe-Wilkes, Inc., New York. | 7°* ~omgsae 
the best four Transitads in ter 
seen categories. Each category is a tech 
Babes Bewilder Him nique commonly used by Tran 
To the Editor: Just for the hell Sitad-vertisers. Our rules wer 
of it, can you tell me where, if, simple—to select the four besi 
anywhere, is the connection be- | cards in each category, based or 
tween the illustration and the design, art treatment and general 
subject matter of this advertise-| ®4vertising effectiveness. Three 
| impartial judges were invited to 
' |do the judging. Each judge was 
selected on the basis of his partic- 
ular talent and experience. 
| Surely a recognized designer is 
_ | competent to judge design, a rec- 
‘ognized artist can judge art and a 
_ recognized advertising man can 
judge whether an ad (Transitad) 
is effectively telling the story in- 
/tended by the advertiser. 
In our particular case, the 
judges did a conscientious job 
i They earnestly debated the merits 
we and demerits of hundreds of cards 
Painting the M-$ Way = submitted by agencies from cons! 
to coast. There was no favoritis: 
shown as in no instance did the 
i: judges know what agency submit- 
ity ted what card. The cards were 
judged solely on their merits so 
MARTIN-SENOUR far as the three criteria were con- 
—————— | cerned—design, art and effective- 
ment? It is termed an advertise- ness. 
ment for lack of a more suitable} We do agree with Mr. Thunder 
word. | that it is difficult, perhaps impos- 
Industrial advertising is sup-| sible, to say that this ad, this 
posed to be logical and we are| poster, or that Transitad was 
drilled in the fundamentals, but | “best,” with all the implications 
when we see this sort of thing of “best” as outlined by Mr. Thun- 
turned out by advertising agencies der. We do believe that our method 
it makes us wonder if the reams| of selection was fair and that the 
of advice in the various advertising | Transitads we illustrated are rep- 


If you want to be the center of 
attention — for the right people -— it’s 
the one on the right. He’s the Better 
Homes & Gardens reader. He 

and his wife spend one of the highest 
incomes among all big magazines on 
everything that goes into homes. 

Over 3,000,000 families like them pore 
over BH&G for ideas and information 
on how to spend billions a year. 


America’s First Service Magazine 
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resentative of the best submitted 
in each category, based on our 


‘Wificriteria. Incidentally, in our book, 


“Representative Transitads,” we 
did outline the criteria for selec- 
tion and not only did we show who 
the judges were, but we also told 
who they were as to experience 
and ability. 

If we had Mr. Thunder's address 
we would be glad to send him a 
copy of our book so he might 
judge for himself as to whether or 
not our book belongs in his sweep- 
ing indictment of “‘awards of 
merit’ to fellow associates.” 

Cart H. SUNDBERG, 

General Promotion Manager, 

National Transitads, Chicago. 


Where Else but in Texas? 


To the Editor: Of course you 
know by now that the unusual is 
commonplace in Texas. 

And it’s probably only in Hous- 


fn «ie 
12 FULL GLASSES 
From Only 6 Bottles! 


‘The ernght' You get 2 full giaasse in every 12-cunce 
bettie of Pepa! That's 12 /wil glosses io « carton! 
Amara 6 biggest cola value! 


VALUE 30¢—Now ONLY 


PEPSI-COLA BOTTLING CO., HOUSTON * 


ton that you can get 12 full glasses 
of Winter Beer from only 6 bottles 
of Pepsi-Cola. 
Don’t shove, please, boys! 
Do.tores WILLIAMS, 
Franke, Wilkinson, Schiwetz 
& Tips, Inc., Houston. 


Manufacturers’ Bulletin 
Keeps Management Informed 


To the Editor: Our association 
has been working on problems con- 
cerning management involved in 
industrial and community relations | 
for several years. New ideas in. 
this field are now, more than ever, 
of great interest to all. 

We are enclosing a copy of the 
association “Bulletin” which has 
just been developed and will be) 
published and mailed monthly to 
all management groups in Ken- 
osha, including top management, 
sub-executives, office managers, 
factory superintendents, personnel 
managers, safety directors and 


This bulletin will be of interest 
to members of management and 
will attempt to keep them in- 
formed on current problems, ac- | 
tivities and plans of other manu-| 


_ facturers, and the activities and | 


accomplishments of their associa-| 
tion. 

We believe that this is the first | 
association bulletin to be mailed 


regularly to all management 


groups, especially foremen. We also 


believe that it is more specifically 
directed toward the productive in- 
terests and information needs of 
this group than any similar pub- 
lication thus far to come to our 
attention. 

It is possible that this idea and, 
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publication will be of interest to 
you. 
J. C. Stump, 
Executive Director, Kenosha 
Manufacturers’ Association, 
Kenosha, Wis. 


Editor’s Note: The new bulletin, 
12 pages planographed, is an ex- 
cellent idea. Last year the Kenosha 
Manufacturers’ Association pro- 
duced a working report on “Public 
Relaticns on the Plant and Com- 
munity Level” which AA thought 
good enough to reprint in full 
tert. 


Tucson Picked the Winners 

To the Editor: Having recently 
had a program on outdoor adver- 
tising featuring a representative of 
the Foster & Kleiser Co. at one 
of our regular meetings of the ad- 
club, I was quite interested in your 
recent report on outdoor adver- 
tising, particularly in the 1947 win- 
ners of the outdoor advertising 
competition. 


I clipped the three winners and 
mounted them separately and had 
the adclub vote on their choice 
for first, second and third. I am 
happy to inform you that the re- 
sult agreed exactly with the re- 
sult as listed in your article, that 
is, Heinz Soup first, Nash second 
and Ritz third, proving that we 
know good advertising out here 
in the desert, too. 

C. A. “ApE” ABBOTT, 

Tucson Advertising Club, Tuc- 

son, Ariz. 

see 


Poem Pleases ‘Pathfinder’ 

To the Editor: In looking 
through the Nov. 15 issue of Ap- 
VERTISING AGE I came across Bob 
McFadyen’s poem. It would seem 
that Mr. McFadyen has indulged 
in a little poetic license in order 
to get a word that would rhyme 
with reminder, and we are de- 
lighted to see that he is acquainted 
with Pathfinder. 

What worries me is that if he 
looks for a thirst reminder it 
would have to be limited to the 


soft drink line, inasmuch as we do 
not accept alcoholic advertising. 
We are not ones to “look a gift 
horse in the mouth” and do ap- 
preciate the publicity. 
RoBert W. WATTS, 
Cleveland Office, Pathfinder, 
Philadelphia. 
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“SALES INCREASED 50% 


with our attractive Coleman-Pettersen 

Wire Merchandising Display Stands!"’ 

as stated by A. E. Herschman, Adv. Mgr. Anchor 

Rubber Products Co., Cleveland, Ohio. Coleman- 

Pettersen provides a complete wire display design 

and development service. Write for illustrated 
circular 


COLEMAN-PETTERSEN CORP., 2132 St. Clair Ave., 
| 


Cleveland 14, Ohio 


O, A. FELDON 


& ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. 


DEarborn 2-5272 


fy lle 


INCE 1940 THE FREE PRESS 


HAS ADDED TO ITS WEEKDAY 
CIRCULATION A CITY THE 


SIZE OF 


pd Prego 


FREE PRESS INCREASE... 100,114 


FAMILIES IN PORTLAND ...102,000 


422,797 


WEEKDAYS 


(1940 Census) 


464,590 


SUNDAYS 


Average Net Paid Circulation For 6 Months Ending September 30, 1948 


The Detroit Free Press 
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Mutual Promotes Paige 

Jack Paige, director of special 
events for Mutual Broadcasting 
System, New York, has been ap- 
pointed manager of program oper- 
ations for the network. 


Appoints Marland Wolf 
Marland S. Wolf, formerly with 
U. S. Gypsum Co., Chicago, has 
been named general sales manager 
of Wood Conversion Co., Chicago. 


WLEX Appoints Gardner 

Carroll Gardner, formerly di- 
rector of the Alabama Broadcast- 
ing Association, has been appointed 
manager of Station WLEX, Lex- 
ington, Ky. 


KniTown Names Lancaster 

KniTown Togs, New York, has 
appointed Lancaster Advertising, 
New York, to handle its advertis- 
ing. 


MEMO TO SPACE BUYERS: ! 


The Pulling Power of 


Local Advertising 


2 
BN 


a 
2 .—— 


If you want your advertising to produce Maxi- 
mum Results, remember the Pulling Power of 
the Local Press is unmatched. This is particu- 
larly true in Akron where The Akron Beacon 
Journal has 100% family coverage of this rich, 


free-spending market. 


Akron Buyers Live, Work, Read, Think and Buy 
locally. It is therefore necessary to appeal to 
them locally if you wish to get your share of 


Akron Sales. 


Hitch your sales promotions to a locally known 
quantity. It’s the sure way to make your adver- 
tising dollars pay the limit. 


JOHN S KNIGHT, PUBLISHER © 


REPRESENTED NATIONALLY &Y 


STORY. BROOKS @ FINLEY 


IRVING WOOLF & CO. 


DIRECT FACTORY 
CHICAGO: 


LOS ANGELES: 1223 N. HIGHLAND AVE. 


REPRESENTATIVES 


35 S. DEARBORN STREET 
RAndolph 6-0549 


Hillside 6038 


45th ST., NEW YORK 17, 
Mu £ 


Ad Drive Pushes 
Stores’ Eureka 
Cleaner Shows 


Easy Demonstrations 
Help Build Sales for 
New ‘Walking’ Appliance 


BLOooMINGTON, ILL.—Eureka Wil- 
liams Corp. is getting into full 
swing with a consumer and dealer 
campaign which advertises not the 
Eureka “walking cleaner” alone 
but the actual merchandising strat- 
egy adopted to sell the new appli- 
ance. 

The strategy involves a dem- 
onstration table and rug that the 
retailer buys for $29—they’re buy- 
ing them too, in tangible proof that 
the Eureka selling plan works— 
and uses to show the prospect that 
the vacuum cleaner “walks and 
cleans by itself.” 

More than 1,000 of the demon- 
stration tables have been ordered 
for department stores, utility com- 
pany appliance departments, ap- 
pliance and furniture stores, etc. 
The company’s Eureka division is 
featuring the demonstrations, in 
a hard-hitting campaign in na- 
tional magazines and business pa- 
pers, and in dealer cooperative 


country. 


@ The new merchandising pro- 
gram was devised after Eureka 
discovered, almost by chance, that 
the “Disturbulator” brush in the 
appliance actually propels the unit 
along the rug or carpet. Consum- 


of action. The demonstration 
table was adopted to make it as 
easy as possible for the store owner 
or clerk to show the cleaner in ac- 
tion, to prove its “automatic per- 
formance for automatic sales!” 
The division is using half-page 


gered schedule, in Good House- 
keeping, Ladies’ Home Journal, 
Life, McCall’s and The Saturday 
Evening Post, with current copy 
headlined “Your Eureka dealer in- 
vites you. Come in! It walks!” 
Body text explains how the Eureka 
“walks by itself—no hard pushing. 
Watch it glide across the rug. You 
merely guide it, as it cleans auto- 
matically.” In addition, it says, 
the new Eureka outmatches all 
competition in performance, with 
the exclusive Disturbulator whisk- 
ing away deeply embedded dirt 
and clinging surface litter “in a 
single sweep.” 


@ Eureka broke its first dealer 
copy in September with a spread 
picturing A. L. McCarthy, the divi- 
sion’s executive vice-president in 
charge of sales, who promised them 
“sensational results in volume 
sales” if they would learn the two- 
minute demonstration technique 
and “put new life, new action in 
your cleaner department.” The 
store demonstrator lets the ap- 
pliance “walk” over small piles 
of sand, soda and litter on the 
Wilton rug; the customer often 
grabs at it as the unit reaches the 
edge of the table and stops dead 
in its tracks. 
Follow-up copy in business pa-| 
pers, including Electrical Dealer, 
Electrical Merchandising, House | 
Furnishings Review, National Fur- | 
niture Review and Retailing Daily, 
tells how the store demonstrating | 
program has already paid off with | 
plenty of sales “at full price and) 
full profit” and urges retailers to 
make the merchandising idea and 
advertising work for them during | 
the holiday selling season. 
Eureka plans a similar schedule | 
of national magazine advertising | 


next spring, and has offered deal-| MANUFACTURERS OF A COMPLETE LINE OF SFT-UP BOXES 


newspaper copy throughout the 


ers, it reasoned, should be im-|/ 
pressed by this proof of its ease|! 


two-color bleed ads, on a stag-|| 
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CLOSES HGH PROFHT SALES FAST 


werd 


TO DEALERS—Eureka division employed 

this business paper copy to convince its 

dealers they should set up the simple 

store demonstration—and sell a lot of the 

new “walking cleaners.” Actual store 
sales are cited. 


ers a 50-50 cooperative ad program 
featuring the demonstrations (the 
company and distributor each pays 
25% of the ad cost, the store op- 
erator the remaining 50%). Ap- 


proximately half of the comp iny 
distribution is covered by its 5, 
branches, some of which have », 
newspaper ads in major citig 
over their own signatures, {h; 
benefitting all dealers in ity 
territories. The Eureka line 

handled by about 8,000 dealers. 


ws Dealer cooperative copy coffe 
the prospect a ten-day free iri; 
trade-in allowance, easy month 
payments and an optional spec ia] 
a free $7.50 power-driven [lo 
polisher with the purchase of 
new Eureka automatic. 

A lot more of these retailers my 


NEW! Card fi 


@ The idea! pr 
motional gi 


New and differe 
Handy alphabet; 
card file, size 4\/,’ 
74%" x 2Y2". Ho 
somely made—cove, 
in beautiful leath 
ette. Can be impring 
in gold color. 


FREE Big Catalog of Premiums o 
Adv. Specialties free on reque 


HAUSMAN MFG. & SALES Cc 


1243 N. Harding Ave., Chicago 51, Iiling 


QUALITY REPRODUCTION IN. e- 


COLOk 
PROGS. 


SEEING IS BELIEVING. Let us show you proofs of th 
finest process color plates produced regularly for the lead- 
ing advertising agencies that have appeared in nationo! 
publications. You are always assured of faithful repro 
duction by highly skilled craftsmen whenever you us 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —a 
definite saving of your TIME, TROUBLE and Money: 


Phone WHitehall 4-2300 


stock 


‘Whacon » 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 
TAPE, TIME 


... for 


Postal Shipments 
No Wrapping—No Tying 
65 sizes — 1,000,000 boxes ir 


for immediate delivery. 
—Send for Catalogue 


OX COMPANY 


NEW YORK OFFICE 
175 FIFTH AVE. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 
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buy and use the demonstration 
sets, Mr. McCarthy told distribu- 
tors and regional and branch man- 
agers in a recent letter. The first 
thousand were sold at 12 distribu- 
tor meetings he said, and the pro- 
gram made a big hit at half a 
dozen special dealer meetings 
throughout the country. The sec- 
ond thousand must be sold, and 
quickly, he added. 

Eureka believes in hard selling, 
and launched an expanded cam- 
paign a year ago to merchandise 
its full line. The industry’s sales 
have been good, of course, but 
because of speedy postwar recon- 
version it was one of the first to 
reach competitive selling again. 
Retail outlets weren’t pushing the 
merchandise as they did in pre- 
war days, and some of Eureka’s 
competitors revived the once fa- 
miliar gimmicks and _ gadgets. 
Eureka cast about for something 
that would spur activity at the re- 
tail level and at the same time 
make it easy to show the cleaner’s 
actual advantages over competi- 
tion. The sales drama, fortunately, 
was provided by the Disturbulator 
brush and the _ traffic-stopping 
store demonstration. 


s Eureka believes it has answered 
one retailer criticism by “going 
dealer” in its national advertising 
and featuring his offer of a con- 
vincing demonstration, thus visibly 
backing his efforts to sell. The 
sales program hasn’t been in action 
long enough to show peak results, 
but the trade is highly cognizant 
of the campaign and store sales 
to date look highly encouraging. 

The division expects to encour- 
age more home demonstrations by 
dealer salesmen in coming months, 
as the competition gets increas- 
ingly keener, but it believes the 
store show is sound merchandising 
strategy that should draw most of 
the customers to the store and sell 
them on the spot. 

Casler, Hempstead & Hanford, 
Chicago, handles the account. 


Wilson Joins Warner 


MacGregor Wilson, who form- 
erly supervised preparation of 
technical publications of Curtiss- 
Wright Corp. in Buffalo, has 
joined Harold Warner Co., Buffalc 
agency, as industrial copy chief 
and account executive. 


SEEING’S BELIEVING—The Eureka “walk- 
ing cleaner” demonstration by dealers 
is featured in this half-page copy in 
national magazines as part of the 
Eureka division’s new selling plan. 


Toro Buys Whirlwind 

Toro Mfg. Corp., Minneapolis, 
maker of lawn mowing equipment, 
has purchased the plant, inventory, 
name and certain other assets of 
Whirlwind Corp., Milwaukee, 
maker of power lawn mowers. 
Elmer Larsen, formerly sales man- 
ager of Whirlwind, will be general 
manager, and George Mueller will 
be sales manager of Whirlwind, 
subsidiary of Toro. Winston Wat- 
rous, founder of Whirlwind, will 
remain in an advisory capacity. 


Names Donahue & Coe 


The New York World-Telegram 
has appointed Donahue & Coe, 
New York, to handle its advertis- 
ing. The account was previously 
handled by H. B. LeQuatte, Inc., 
New York. 


- THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


LITHOGRAPHED DISPLAYS 


| Metro Starts House 


Plan Feature Service 


A Small House Plans feature, de- 
signed to make it possible for 
newspapers throughout the country 
to launch a community-wide 
“House of the Week” promotion for 
a year, has been incorporated into 
— Newspaper Service for 

First instalment of the feature, 
presenting original designs of the 
Small House Planning Bureau of 
St. Cloud, Minn., appear in the 
January issue now being distrib- 
uted to subscribers. 


Philco Buys Electromaster 
Philco Corp., Philadelphia, has 
purchased Electromaster, Inc., Mt. 
Clemens, Mich., manufacturer of 
electric ranges. The 19-year-old 
company will be operated as a 
Philco division by its present man- 
agement, with the ranges being 


marketed for the time being) 


under the Electromaster name. The 
purchase is subject to the approval 
of Electromaster stockholders. 


Ads Promote Peanut Butter 


Andrus-Scofield Co., Columbus, 
O., has launched a newspaper, 


radio and direct mail campaign 
promoting Capitol honey peanut 
butter. The agency is Byer & Bow- 
man | ania Agency, Colum- 
bus, O. 
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*Federal Power Commission 1948 
Report shows Tecome with low- 
est average residential bill in 
100 and 250 KWH groups. 
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show why: 


TACOMA is an electric city. For years, ; 
Tacoma homes have enjoyed the lowest 
electric rates® in the nation. Here's a 
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fertile field for your appliance sales . 
 effort—effectively reached only by the 
dominant News Tribune. 


NO “outside” newspaper effect- 


Tacome - Pierce 


County metropolitan market. These 
percentage - of - coverage figures 
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Goodall Maps Video Plans 
for Tropical Suit Drive 


Goodall Co., 
sidiary of Goodall-Sanford, Inc., 


|promote its Palm Beach, Sunfrost 
jand Springweave lines. The tele- 


sub- casts, entitled “How to Improve 


Your Golf,” will be on a 13-week 


will use television during 1949 to basis and timed according to the 


IS YOUR CIRCULATION KILI 


COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


When circulation slumps, advertising lineage also 
takes a nosedive. That's when the publication’s man- _ 
agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 


ries over to us. 


Our complete facilities include: 

© Subscription Sales Promo- 
tron! 

© ABC Statements. Micro-rec- 


ords and Correspondence! 
© Regular Renewal Follow-up! 


© Daily List Maintenance! 
© Addressing and mae 


. Nation-wide _Nemstand Dis- 


Want more information? Write or call: 


PUBLISHERS: 


Phont 


WEbsie 9-3773 


538 South Clark Street, Chicago 5, Illinois 


seasonal peaks of tropical suit busi- 
ness in the different cities sched- 
uled. Cities to be included in the 
video schedule are New York, 
Boston, Philadelphia, Baltimore, 
Washington, Richmond, Atlanta, 
Cleveland, Cincinnati, Detroit, Chi- 
cago, St. Louis, Dallas, Ft. Worth 
and Los Angeles. New Orleans, 
Memphis and Pittsburgh will be 
added if television facilities are 
available by spring. 

Goodall’s television schedule will 
be in addition to the company’s 
Sunday supplement, rotogravure 
and sports page advertising. 


Ridgway Prepares Brochure 
Ridgway Co., St. Louis, has pre- 
pared a brochure, “How to Write 
Successful Letters to Your Sales- 
men.” Included in the brochure 
are ten tried and proved letters 
The brochure is free of charge. 


Radio Reports Ups Shohet 


Max R. Shohet has been ap- 
pointed manager of the Washing- 
ton office of Radio Reports, Inc. 
He has been with the organization 
in both its New York and Wash- 
ington offices for the past two 
years. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


Whether you're pushing a load or pushing for business, 
two-handed effort really pays off. That is particularly 
true if the job is to capture or maintain your position 
in America’s 8th biggest market. That market is the com- 
pact St. Louis retail trading zone where over 475,000 


families live. In this zone are 


four-fifths of the 177,000 St. Louis Star-Times evening 
reading families. Here you have a combination of rich 
market and intensive coverage teaming up to give low- 
cost impact that really sells merchandise in St. Louis. For 
best results, it pays to use both hands in big St. Louis. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


concentrated more than 
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The Creative Wan: Corner 


My old lady has cold feet. Not the psychological variety, 
you understand—far from it! She could stand up to Rocky 
Graziano without batting one of her sensitive eyebrows. I 
mean the real McCoy. Her tootsies get so frigid you’d think 
she had galloping anemia. And there’s a funny thing about 
those arctic extremities. 

All day long she complains that her feet are killing her. 
Just burning up. She’s constantly kicking her shoes off. 
When we go to the movies, we always pick a double fea- 
ture—so she doesn’t have to sit through the same picture 
twice while an usher and I search among a sea of feet for 
her missing left shoe. 

The funny thing is, once she gets into bed, a sort of per- 
sonal ice age begins settling over her. And, up to a few weeks 
ago, she always used my back for thawing out her icy dogs. 
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SIMMONS 


Electronic Blanket 


2 ET OF eR GARTEN! BONE FET EA TE oe Oh Cee HS CATENIN OE COORD 


That was why I went to Field’s and bought us an electric 
blanket. Now those erstwhile Huskies are as warm and cud- 
dly as Chihuahuas. 

I cite this portion of our domestic life as one of the many 
honest-to-God reasons why people buy electric blankets. 
They buy them for heat and comfort in bed. Yet here is the 
Simmons Co. plugging its wool-covered electric heaters as 
“An Amazing New Defense Against Colds!” 

I don’t get it. Since we got our electric blanket, I find I 
have to keep my overcoat on the chair beside our bed in case 
I have to rise during the night and walk into Junior’s room 
to see what’s ailing the little brat. I also keep a few news- 
papers there to wrap around me inside the coat on particu- 
larly bitter nights when the wind off Lake Michigan is blow- 
ing a small gale. 

It occurs to me that it was this selfsame company which, 
a few years ago, hired M. I. T. to determine how many times 
a person changed position in his sleep—and then used this 
highly interesting research as an advertising theme to sell 
its mattresses. 

Odd thing was, it didn’t sell any mattresses—if the reports 
I get are correct. Shoppers were more interested in what 
went into the mattresses—the kind of springs, the quality 
of the stuffing, the color of the ticking. Guy at Young & Ru- 
bicam, I understand, made this startling discovery. 

Wonder where he is today? Can’t be writing this electric 
blanket copy, that’s for certain. 


Romig Becomes President 
of Grant & Wadsworth 


Iva B. Romig, for the past two 
years vice-president of Grant & 
Wadsworth, New York, has pur- 
chased the interests of the late 
William A. Grant, president of the 
agency, and has been made presi- 
dent of the agency. Before joining 
Grant & Wadsworth, Mr. Romig 
was head of the Romig Advertising 
Agency in Reading, Pa. 
Officers reelected at the agency 1 : 
include William H. Eichhorn, viee-| Cox Kitchens to Hilton 
Cox Kitchens, Inc., Port Chester 
N. Y., maker of custom buil' 
kitchens, has appointed Peter Hil- 
ton, Inc., New York, to handle its 


president, 
secretary and assistant treasurer. 
Mr. Romig was the organizer of 
Sports Afield in Minneapolis in 
1930 and was its publisher until | advertising. 


Ad Group Elects Blish 


Wesley 
manager of Wisconsin Gas & Elec- 
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The region 


‘Cosmo’ Names Douglas 
Newhall Douglas, 


Frank O. Young. 


and Blanche Jampol, 


Inland Press Sets Meeting 


M. Blish, 


tric Co., has been elected chairman |! Chicago, Feb. 14-15. 


of the seventh region of the Publ 
Utilities Advertising Associatio: 
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formerly o1 
the sales staff of The America 
Weekly, New York, has been ap- 
pointed New England manager o! 
Cosmopolitan, succeeding the lat« 


The 65th mid-winter meeting of 
advertising | the Inland Daily Press Association 
will be held at the Congress Hotel, 
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_ tributors, 7,857,000 brake relining 
2,883,000 replacements for | 


Harder Selling 
Is Ahead, Motor 
Industry Agrees 


(Continued from Page 1) 

had been sold since it was first 
held here in 1919. Exhibitors num- 
bered 520 and occupied 1,444 
ooths, both new records, too. Man- 
facturers displayed almost every 
type of product used in servicing 
automotive vehicles, as well as a 
wide variety of replacement parts 
nd accessories. 

Order taking was optional, with 
many of the exhibitors confining 
their activities to welcoming the 
wholesalers and their representa- 
tives, and counting on sales to go 
through the usual channels. Newer 
exhibitors were busy lining up 
distribution for their entries in the 
booming market. 

Manufacturer representatives re- 
ported that, with only a few ex- 
ceptions, aftermarket products are 
off the postwar allocation lists. 
They are still producing at capacity 
to fill heavy demands. Orders for 
replacement parts are still at a 
high level, although they have de- 
creased slightly from the unprec- 
edented demand during and im- 
mediately after the war. 


s Erle Henderson, Henderson 
Bros., Sacramento, Cal., distribu- 
tor, who is president of one of the 
show’s sponsors, Motor and Equip- 
ment Wholesalers Association, told 
ADVERTISING AGE that things are 
getting tougher for the jobbers de- 
spite a record volume of business. 
Profit margins have been lowered. 
Some manufacturers are eliminat- 
ing or reducing cash discounts, and 
are not absorbing the freight costs 
as they did formerly. 

But the jobbers, warned that in- 
flated prices and lowered profit 
margins call for intensified selling 
efforts and better business man- 
agement, are advertising more than 
ever to their customers and are 
gearing for expanded sales. 
Through the MEWA, they have ar- 
ranged with Chek-Chart Corp., 
Chicago, for a new tire, battery and 
accessory sales and service manual, 
for the use of counter salesmen in 
branch offices, the outside sales 
force and the dealer-customer’s 
staff. 

The new manual, aimed at a $1 
billion-plus market in tires and 
tubes, batteries, spark plugs, fan 
belts, bulbs and other accessories, 
will go out to MEWA members 
after the first of the year. 


a W. F. Wilkerson, Wyoming 
Automotive Co., Casper, Wyo., 
chairman of the show’s joint oper- 
ating committee (representing the 
MEWA, Motor and Equipment 
Manufacturers Association and Na- 
tional Standard Parts Association), 
estimates that the value of parts 
needed to maintain the country’s 
41,000,000 cars will be about $4 
billion this year, with labor ac- 
counting for an additional $6 bil- 
lion. The manufacturers and 
wholesalers also account for a huge 
repair shop, tool, equipment, chem- 
ical and accessory business. 

Repair shops alone, he said, per- 
formed more than 665,000,000 ser- 
vice jobs on motor vehicles this 
year. Replacement parts needed 
included 449,000 new flywheels, 
4,700,000 new mufflers, 4,000,000 
battery cables, 1,500,000 new dis- 


jobs, 
front wheel bearings, 6,000,000 new 
fan belts and 6,394,000 new radia- 
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Feet Hurt? Turco 


Adds New Remedy 
to Hangover Bar 


Cuicaco—Something new was 
added this year to the remedies 
offered jobbers and their guests at 
the Automotive Service Indus- 
tries show by Turco Products, Inc., 
Los Angeles chemical firm. 

Turco and the manager of its 
resale division, Dan Miller, made a 
big hit last year with a hangover 
bar where the exhibit goers were 
invited to ask for any of the na- 
tionally advertised brands for 
treatment of headaches, stomach 
aches, hangovers and a couple of 
other distressing ailments. While 
pretty model Betty Jane Kiser 
dispensed the same remedies, Mr. 
Miller kept himself busy with this 
year’s innovation, a motor-driven 
appliance (Scholl Mfg. Co., Chi- 
cago) that shimmied the feet and 
leg muscles of prospective cus- 
tomers who had walked the two 
miles or more along the lines of 
Navy Pier exhibits. 

“We're doing fine,” the Turco 
executive observed; then, with a 
simulated headache, “What are we 
going to do next year?” 


How suppliers will merchandise 
their products to the public next 
year was demonstrated graphically 
at the show via displays, pamphlets, 
special show newspapers, etc. 
Electric Auto-Lite Co., Toledo, for 
instance, handed out a four-page 
newspaper “extra” reproducing the 
two-color page it ran in the Dec. 6 
Chicago Herald American and 
Tribune hailing the success of the 
Resistor spark plug it introduced 
last year. Jobbers, it said, can count 
on Auto-Lite to advertise during 
1949 in magazines, farm publica- 
tions, newspapers and with the 
half-hour radio program, “Sus- 
pense,” aired on Thursdays over 
CBS. 

The fact that the Resistor spark 
plug cuts interference with tele- 
vision “alone makes it the spark 
plug of today and the future,” 
Auto-Lite boasted in the consumer 
copy. 


a Casite Corp., Hastings, Mich., in- 
troduced its new product, Drout, 
designed to prevent gas-line 
freeze-ups, which it is promoting 
as a dealer package with Casite 
for quick starting in cold weather. 
Magazines and spot radio will whet 
consumer interest in Drout, which 
was featured along with other 
Hastings Mfg. Co. (Casite’s parent 
company) products in four-color 
half-pages in last week’s Saturday 
Evening Post. The Post merchan- 
dised its own pages at the show 
with an outdoor poster showing 
the ASI badge. 

The Automotive Advertisers 
Council, which is getting out a 
new advertising handbook, also an- 
nounced its first annual advertising 
awards to wholesalers at MEWA’s 
annual meeting, held here prior to 
the show. The awards, made by 
Walter A. Kirkpatrick, AAC pres- 
ident and advertising manager of 
Wilkening Mfg. Co., Philadelphia, 
included: Over $500,000 annual 
volume, first award, Sieg Co., 
Davenport, Ia.; between $250,000 
and $500,000, first award, Lyons 
Auto Supply, Decatur, Ill.; $100,- 
000-$250,000, first award, Wright 
Auto Supply Co., Macon, Mo., and 
Canadian division, first award, 
|Provincial Automotive Trading Co., 
Ltd., Toronto. 


ws Sieg enlisted the help of L. W. 
Ramsey Advertising Agency, Dav- 
enport, Ia., in 1945, while order 
taking was still easy, in arranging 


tor hoses. Production of more than 
9,000,000 new cars since V-J Day 
has failed to boost the rate of 
prewar car junking, he added. The | 


average car now on the road is company, its 14 independently in- 


nine years old. 


a consistent ad campaign, with di- 
rect mail “as the most logical 
medium” to tie in with manufac- 
turers’ national advertising. The 
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BUSINESS AND PLEASURE—Bon D. Grussing, ad manager of Mi li 

thinks his company’s 1949 yearbook and calendar, shortly to go out to 2,000,000 

So does Cedric Adams, Mi li 

The reason is that Bon’s three boys (second, third and fourth from the -left), ond 

Cedric’s three boys posed for the calendar painting, along with the four female 
Twin Cities kids shown. 
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Star col 


serving 18,500 dealers in eight mid- 
western states, sent out nearly 1,- 
000,000 direct mail pieces during 
the past year. 

The Canadian winner, which op- 
erates branches in Hamilton and 
London, Ont., boosted its volume 
from $150,000 in 1937, its first 
year, to more than $1,000,000 last 
year. It leans on direct mail heav- 
ily, too, but also uses business 
paper space, retailer clinics, cat- 
alogs, calendars, book matches, etc. 


Candy Brands Featured 
in Special Wrigley Push 


William Wrigley Jr. Co., Chi- 
cago, is currently running a nine- 
week special promotion, with full 
pages in The American Weekly 
and Parade, boosting well-known 
brands of candy and gum. While 
the first full-color ad in the Nov. 
26 American Weekly showed only 
Wrigley’s gum packages, subse- 
quent insertions in The American 
Weekly Dec. 12 and 26, and Parade 
Jan. 16 and 30 prominently fea- 
ture other products, such as Mars’, 
Curtiss’, and Brach’s confectionery, 
and also Beech Nut chewing gum. 

Ads in the series are keyed to 
the theme that stores which prom- 
inently feature large displays of 
popular brands are good places to 
trade, since stocks are fresh. Ob- 
ject of the promotion is to convince 
retailers that the proper place for 
the most popular brands is on top 
of, rather than beneath the sales 
counters. 


‘G-E House Party’ Shifts 
from CBS to ABC in Jan. 


General Electric Co., Bridgeport, 
Conn., will transfer the ‘““G-E House 
Party” from CBS to ABC, starting 
Monday, Jan. 3, at 3:30 p.m., EST. 
Young & Rubicam is the agency. 

Art Linkletter is master of cere- 
monies for the daily audience 
participation program, which will 
continue to be heard on Columbia 
through Dec. 31. G-E began spon- 
soring “House Party” in January, 
1945. 


Grinnell Joins ‘Cue’ 

George H. Grinnell, formerly ad- 
vertising and promotion manager 
of General Electric Supply Corp., 
has joined the advertising staff of 


Seagram Drops Plan 


for Own Wholesalers 


New YorkK—With the settlement 
last week of a strike of wholesalers’ 
salesmen, Distillers Corp.-Sea- 
grams Ltd. reinstated all its 18 
wholesalers throughout the United 
States and discontinued plans 
—at least temporarily—to take 
over its own wholesaling. 
Seagram, however, is in the pro- 
cess of organizing Sea-Cal-Frank 
Corp. (named for Seagram, Cal- 
vert, Frankfort), which has not 
yet received a license from the 
New York State Liquor Authority 
but which, it is reported, would be 
an “ace in the hole” in the event 
that wholesalers insist on higher 
markups in new contracts. 
Present Seagram-wholesaler con- 
tracts are effective until next 
March 1. 
In seeking to raise their com- 
missions 0.75%, wholesalers’ sales- 
men had tried to get wholesalers 
to induce their suppliers to increase 
markups. National Distillers and 
Schenley granted the higher mark- 
ups, but Seagram has not. The in- 
crease, Seagram said, would have 
totaled $18,000,000 a year. 
The State Liquor Authority re- 
cently refused a Schenley request 
to increase consumer prices, effec- 
tive Jan. 1, to compensate for the 
higher wholesale markup. 
Seagram pointed out that the 
salesmen’s strike has not affected 
Christmas business or advertising 
plans. 


Will Air Cramton Bowl Game 


Gillette Safety Razor Co., Bos- 
ton, through Maxon, Inc., will 
sponsor the annual North versus 
South football clash at Cramton 
Bowl, Montgomery, Ala, on 
Christmas Day. The event will be 
carried on the Mutual network 
starting at 2:45 p.m., EST. 


To Wilhelm-Laughlin-Wilson 

The Dallas Morning News has 
appointed Wilhelm-Laughlin-Wil- 
son & Associates, Dallas, to handle 
its national advertising, effective 


Delivered Price 
Legislation Not 


Needed: Freer 


New YorKk—Federal Trade Com- 
mission Chairman Robert E. Freer 
told the Sales Executives Club here 
Tuesday that “no business man 
acting in a genuinely competitive 
way” need fear that court decisions 
in the cement and rigid steel con- 
duit cases “will be used as prece- 
dents for declaring his competit- 
tive conduct unlawful.” 

Charging that questionnaires 
“which are based on a misunder- 
standing of the law and of the 
commission’s recent proceedings” 
have been misleading customers, 
stockholders, small business men 
and Congress, Mr. Freer said, “I 
would like to say in short-syllable 
words that the commission has 
stated officially that freight ab- 
sorption is not out the window 
and that the commission has not 
deprived any business man of the 
honestly and independently exer- 
cised right to meet competition.” 


s Before plunging into the deliv- 
ered price controversy, Mr. Freer 
explained that he is resigning from 
the commission, and _ therefore 
“feels free of that fear of speaking 
too plainly which haunts most 
government officials who know 
from experience that whatever 
they say on a controversal subject 
will be thrown back at them, often 
out of context, before a congres- 
sional committee, or in the brief 
or oral argument of some party 
to the controversy.” 

According to Mr. Freer, both of 
the important basing point deci- 
sions were in cases “recognized 
by the courts to be efforts of the 
commission to break up highly 
integrated and organized conspi- 
racies to prevent any competition 
in prices.” 

Nub of the controversy, he Said, 
“appears to me to be an effort in 
certain business circles to write 
an amendment into the law to the 
effect that the mere fact that 
everyone in an industry is em- 
ploying a basing point or other 
organized system of selling at iden- 
tical prices shall not be considered 
as evidence of agreement in an 
anti-trust proceeding.” 

“T am convinced that the success 
of the effort not only would set the 
anti-trust laws back more than 50 
years but also would accelerate a 
trend toward governmental regu- 
lation,” he declared. 


ws “It is a recognized fact that most 
price fixing in this enlightened 
age is not accomplished by means 
of formal contract, signed and 
sealed in the blood of brothers. 
“Many of you know from first- 
hand experience that a rather 
forceful discussion, in the course 
of a sales managers meeting, of the 
predatory practices of an errant 
member is often quite adequate to 
bring him into line without need 
of any formal penitential agree- 
ment from him.” 


Crosby to Make First TV 
Appearance on Philco Show 

Bing Crosby will make his first 
television appearance Dec. 19 on 
the “Philco Television Playhouse.” 
Philco’s radio star will sing “Silent 
Night” with a boys’ choir in a mo- 
tion picture trailer following the 
live “Christmas Carol.” 

Philco’s hour long weekly pro- 
gram is aired live on NBC’s East 
Coast network and kinescope re- 
corded for several non-connected 
and midwestern stations. 


Reaches 100,000 Circulation 
American Journal of Nursing, 
New York, has announced a paid 
circulation of 100,000. The publi- 
cation will soon celebrate its 50th 


corporated branches and 64 stores 


Cue, New York. 


Feb. 1. 


anniversary. 
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IDEAL GIFT 


for Anybody Who Wants to 
Get Into, or Get Ahead in 


ADVERTISING! 


“This Fascinating Advertising Business” 
describes entire field: its history, tech- 
niques, famous personalities, job oppor- 
tunities. NOT a textbook but a fast-moving 
panorama by a top-flight copy chief. 405 
pp., 36 pictures. 

For autographed copy, send $4.10 to the 
author: Harry Ll. Bird, ¢/o Gordon Best 
Co., Inc., 228 N. LaSalle, Chicago 1. De- 


While most department stores 


were deluging customers with 
“Christmas mailings,” the Empo- 
rium, St. Paul, Minn., sent out a 
28-page, Life-size offset booklet 
which doesn’t mention Christmas 
and makes no effort to sell mer- 
chandise. Instead, it reviews 
changes and improvements in the 
store as a result of an extensive 
modernization program, and aims 
at straight institutional selling. 


(for a Cadillac), an average pre- 
mium for 18 makes of $643, and 
only two cars—Kaiser and Frazer 
—selling for less than the new car 
price. The same type of study, 
made in November, shows how 
premiums have dropped, according 
to Wall Street Journal. Now the 
highest premium asked is $381 
(for a Ford), the average for all 
18 makes is only $27, and Chrys- 
ler, Packard and Hudson have 


livery before Xmas. 


. This Fascinating 
_ Advertising Business 


by Harry Lewis Bird 


he At all bookstores * $4 
BOBBS-MERRILL + INDIANAPOLIS 


* *¢ & 


When the Wall Street Journal | 
checked the prices of new cars in 


used car lots in 16 cities last June,| retailer; he ought to be getting 


it found premiums over “standard | rich on manufacturers’ promotions 
price” ranging as high as $2,058| For instance, General Foods’ Dia- 


joined Kaiser and Frazer in the 
‘discount columns. 


**¢¢t 
You can stop pitying the poor 


WORCESTER... 


ba 


: 
» > 


Best-Fed City 


Worcester’s tremendous grocery store 
traffic places the major Central New 
England Market third among the nation’s 
69 cities in the 100,000-250,000 group — 

a fact which scores of food manufacturers 
and distributors recognize on their adver- 
tising schedules. Worcester’s number three 
ranking accounted for food sales of 
$73,132,000 in 1947. This represents an 


average of $1,220 spent by each of 
59,900 well-paid and well-fed families. 


Sales and profit-conscious advertisers 
see that their products get into every 
possible Worcester shopping basket by 
using the one newspaper medium to 
reach the whole market — the Worcester 
Telegram-Gazette. Daily circulation in 
excess of 140,000. Sunday over 100,000. 
Source: Sales Management November 10, 1948. 
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MOLONEY, REGAN & SCHMITT. INC. NATIONAL REPRESENTATIVES 
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@ The New South Shows Greatest Increase “in Indivgdual Incomes— 
FACTS 157% since 1929 (National Average, 95%). 


1 © Nation's Best Showing in New and Expanded 
(@ 12,066,763 Hunting Licenses, 12,620,464 Fishing Licenses. 
© Year-Round Activity in All Outdoor Sports. (See SRDS) 
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OUTDOOR SPORTSMAN, LITTLE ROCK, ARKANSAS 


mond Crystal salt division is sam- 
pling Chicago housewives with a 
full-pound free package, accom- 
| panied by a coupon which is good 
| for still another pound free, when 
one pound is purchased in a store. 
And the retailer is guaranteed not 
| only “full shelf price” for the salt 
| he gives the customer, as well as 1¢ 
‘handling charge per coupon, but 
‘also “your regular profit on the 
\sample package recently distri- 
buted with this coupon.” 


* & & 


Of-the-Months: Magic Trick- 
of-the-Month-Club has been or- 
ganized in Cleveland. Ohio Adver- 
tising Agency is handling promo- 
tion, which will include radio. 
newspapers and possibly television. 
The first trick will be turned, or 
rather mailed in January. Mem- 
bership is $5 for 12 monthly mail- 
ings. 

Four Rochester, Minn., funsters 
have launched the Fun of the 
Month Club and plan an adver- 
tising schedule in the Chicago 
Tribune, Cincinnati Enquirer, Des 
Moines Register and Tribune and 
Minneapolis Star and Tribune to 
promote the party fun items, tricks 
and magic kits on a $5 membc~ .ip 
fee for six mailings. Phil Svern- 
berg is president of the club. 


P&G Tries Favorite 
Gimmick, a Contest, 
on WABD Telecast 


New YorK—Procter & Gamble 
Co., which set off racio’s current 
giveaway fad with Ralp. l'dwards’ 
“Hush” contests, is using .he same 
technique to attract viewers. 

“Fashions on Parade,” weekly 
telecast on WABD, New York, 
is searching for “Miss Terry” 
with $3,500 in prizes for the cor- 
rect answer. Contestants are asked 
to write a slogan for the USO and 
to enclose a contribution for the 
servicemen’s entertainment organi- 
zation. 

Writer of the three best slogans 
each week will receive $50 worth 
of clothes and a chance to identify 
“Miss Terry,” who will appear on 
the screen wearing a mask, and 
win the jackpot. Benton & Bowles 
is the agency for this show. Prell 
and Ivory Snow are the products 
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|\Names Alley & Richards 


| SoundScriber Corp., New Haven, 
'Conn., has appointed Alley & 
Richards, New York, to handle ad- 
vertising of SoundScriber elec- 
tronic disc dictating equipment and 
the new SoundEraser automatic 
disc resurfacer equipment, effec- 
tive Jan. 1. The account was pre- 
viously handled by Erwin, Wasey 
& Co., New York. 


Braniff Appoints Files 


J. A. Files has been named p }- 
licity assistant in the public - 
lations department of Bran /; 
International Airways, Dallas. ic 
previously was editor of the H.r- 
ald and Webster Review, Mind» 
La., semi-weeklies, and head of | h 
state publicity campaign for a4 
Louisiana senatorial candidate |.) 
July. 


TRIB 


San Diego's business 
future looks good! 
America’s aircraft 
procurement plans 
ore adding to local 
payrolls every month. 


"All the 
UNION 


te 
¥ Ba 
by. 


In 
DIEGO 


UNION 


UNE-SUN 


will put your product out in front! 


Power and economy for your advertisin 
dollars. Just one schedule delivers 88.86 
coverage of newspaper homes daily; 84.29 
Sundays. In San Diego... pick the winner 
+++ morning... evening ... Sundays! 


Ask the West-Holliday man! 


News with Partiality to None’ 


and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York + Chicago + Denver + Seattle + Portland « San Francisco + Los Angeles 


promoted. 


WDSU-TV to Begin Operations 
with Four DuMont Shows 
ex- | 


WDSU-TV, New Orleans, 
pects to begin commercial opera- | 
tions Dec. 18 with 10% hours| 
weekly of sponsored programming, | 
Fred Weber, vice-president and 
general manager of the station, has | 
announ ed. 

Among the shows will be four 
tele-transcribed packages from Du- 
Mont television network, New 
York. with which the Louisiana 
station has signed an affiliation 
contract. WDSU-TV has signed cli- 


lents for the following DuMont 
| shows: “Doorway to Fame,” the 
|Aton Dale show, and “Dennis 


| J‘enes and the Wrestling Matches.” 
|Ii has also affiliated with NBC. 


PRESS : 
DEALERS 


ELECTROTYPERS — 


~ 


SILK SCREEN 
ne oe, Big tc a 


STATIONERS 


PRIVATE PLANTS — 


Ye GRAPHIC ARTS MONTHLY ~ 


606 S. DEARBORN ST. [44,7 CHICAGO 5, 1tLINOIS 


bi The World's Most Widely Read Graphic Arts Magazine . 
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Big Oldsmobile 
Bran f; 
pales.’ Announcement 


), Mind n 
lead of ‘h 
gn for 


didate | Drive Opened 


| 


(Continued from Page 1) 
vertising will be the most pene- 
trating in the half-century history 
of the company, according to Les 
Carlson, merchandising manager. 

While no figures were disclosed 
it was obvious that the Oldsmobile 
advertising budget will be substan- 
tially larger than formerly and 
may reach an all-time high. D. P. 
, / Brother Co. here is the agency. 

/ 


& we The announcement advertise- 
ment will appear in 11 national 
magazines in full-color spreads. 
The magazines are Collier’s, Cue, 
Fortune, Harper’s Bazaar, Life. 
Newsweek, The New Yorker, Play- 
bill, The Saturday Evening Post, 
Time and Vogue. Some others will 
be used later. 

In addition, 3,500 newspapers 

. will be used as well as radio an- 
nouncements on 600 stations. Fur- 

ther coverage will be given by 

more than 4,000 outdoor posters 
and trailers in 3,000 theaters. 

Oldsmobile will continue and ex- 
pand its once-a-week news tele- 
vision show over the eastern NBC | 
video network and will extend the 
program to include the Midwest 
when the NBC line is joined with 
the midwest circuit. 

Oldsmobile advertising during 
ont! the past year played up Futuramic 
styling. “Now we have added the 
Futuramic touch to performance 


or as well as styling in all our cars 
36 and we'll let the public know it 
1.29 with a smash advertising drive,”’ 


said one agency official. “Especi- 
ally are we planning a hard-hitting 
drive for the new Rocket engine. 
Oldsmobile thinks it is several 
years ahead of its competitors with 
the engine and we propose to capi- | 
talize on it.” | 


a The new engine developed by | 
Charles F. Kettering, one of the| 
industry’s foremost engineers, is | 
designed to operate on premium | 
gasolines now available and is de-| 
signed to step up its compression | 
ratio to 12.5-to-1 when better gaso- | 
lines are available. At the present | 
7.25-to-1 ratio a 10% savings in| 
gasoline consumption is claimed 
for it, with as high as 35% savings | 
at 12.5-to-1 ratio. The engine is a) 
V-type, valve in head eight cylin- | 
der job. 

At the outset, the two-way Olds- | 
mobile advertising campaign will | 
give eaual emphasis to the auto-| 
mobile’s styling and to the engine. 

In February another one-shot | 
announcement will support the in- 
troduction of an “88” series of cars, | 
which will be the smaller Oldsmo- 
bile body with the Rocket engine. 
Oldsmobile will continue to market 
a six-cylinder engine, but this 
product will get no special ad 
campaign. 


ingeles 


s A new twist to the Oldsmobile 
advertising will be that the car 
will be shown with “Futuramic” 
highways this year rather than the 
“Futuramic” architecture that 
characterized 1948 model advertis- 
ing. 

Four different outdoor posters 
will be used during the first phases 
of the campaign, one of which will 
stress Futuramic styling and the 
other three “Futuramic Super- 
highway.” The change from ar- 
chitecture to highway was made 
to show the new car in action “be- 
cause we think with the new 
Rocket engine it is a car of action 
as well as beauty,” one company 
spokesman asserted. 

D. E. Ralston, general sales man- 
ager for Oldsmobile, revealed that 
Oldsmobile completed its produc- 
tion of 1948 models with a record 
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1,114,000 orders on the books. 
Mr. Skinner predicted that steel 


‘and other materials not on the 


short list would be available in 
sufficiently larger quantities in 
1949 to permit at least a 10% in- 
crease in production. The company | 


/will have produced approximately 


200,000 units during 1948, he said. 

The new cars will carry a higher | 
price tag, ranging up to $370 more | 
for the “98” series. However, Hy-| 
dramatic drive, directional signals | 
and windshield washer have been 
made standard equipment and are 
included in the increased price. 


OLDSMOBILE RETURNS | 
TO REGIONAL SYSTEM | 


Detroir—The Oldsmobile divi- 
sion of General Motors Corp. has 
returned to its prewar regional 
sales system, D. E. Ralston, Olds- 
mobile general sales manager, has 
revealed. 


Mr. Ralston appointed four re- 
gional managers at the company’s 


first postwar sales convention held | 


in connection with the first show-| Howard Buys ‘Chronicle’ 


ing to company officials of the 
1949 line of passenger cars. 


71 


Minn.; Daily Leader, Madison, S. 


The Chronicle, The Dalles, Ore.,|D.; News-Herald, Highland Park, 
only daily paper in the city, has | Cal.; and News-Herald, Eagle Rock, 


been sold by Victor J. Morgan to|©al. Mr. Morgan purchased the 
® H. F. Banks, assistant sales man-| Robert S. Howard, former pub-| Paper in June, 1947, from Ben R. 
ager, was appointed manager of |lisher of the Gazette, Wheaton, | Litfin. 


the central region, Detroit. F. Q. 
Murphy, zone manager in New 
York, was named assistant sales 
manager in charge of the Atlantic 
region, New York; O. C. Farns- 
worth, formerly assistant zone 
manager in New York, succeeds 
Mr. Murphy as zone manager. 

C. A. Blake, zone manager in 
Chicago, becomes regional mana- 
ger in the Midwest in Chicago; 
W. O. Lampe, assistant general 
merchandising manager, becomes 
zone manager in Chicago; G. R. 
Jones, zone manager in Oakland, 
Cal., was appointed Pacific Coast 
regional manager, in Oakland; 
G. H. Natzel, now zone manager 
in Los Angeles, will be assistant 
to Mr. Jones, and V. H. Sutherlon, | 


|assistant zone manager in Los An-| 


geles, succeeds Mr. Natzel. | 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


66 9 ‘ 
we re looking over a four-leaf clover 


... that we overlooked before...’ 


on 


<< 


and tomorrow. 


month. 


Conservative advertisers and media 
buyers harmonize in singing the 
praises of America’s young married 
set of middle income families — the 
backbone of mass consumption today 


It is this flourishing market that 
has made possible Ideal’s recent cir- 
culation gains—newsstand sales that 
are setting new records month after 


Little wonder that advertisers, eye- 
ing this market, have lifted the Ideal 


Screen-Romance Quartet to an all- 
time high with the February °49 
issue. This in spite of the fact that 


Ideal is upgrading product and copy 
acceptability to keep pace with the 
high living standards of its audience. 


toiletries tax. . 


criminatory levy. 


Ea 


Still further proof of progress is 
Ideal’s campaign to repeal the unfair © 
. the first magazine 
publisher’s crusade to stop this dis- 


3 


deal Women’s Group 


MOVIE STARS PARADE + MOVIE LIFE + PERSONAL ROMANCES + INTIMATE ROMANCES 


IDEAL PUBLISHING CORPORATION, 295 Madison Avenue, New York 17, N. Y. 
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To Gordon & Mottern 

Canadian Melrose Ltd., Montreal, 
whisky, has appointed Gordon & 
Mottern, New York, to handle its 
advertising. 


Appoints Hirshon-Gartield 

McCurrach Neckwear, New 
York, has appointed Hirshon-Gar- 
field, New York, to handle its ad- 
vertising. 
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THE LETTER SHOP, Inc. 


4831 6. Dearborn St., Chicago 5, INinois 


Avoid Taking Video 
Problems to Court, 
John Moser Advises 


Cuicaco—If a telecaster has a 
problem involving what looks like 
an unauthorized use of his tele- 
cast—by a hotel, theater, compet- 
itor or anyone—he should not see 
a lawyer about it. 

That is the advice of John Moser, 
Chicago attorney who has long 
specialized in copyright and com- 
munication law. He told the Chi- 
cago Television Council Tuesday 
that the video industry has created 
new legal problems that will only 


become more confused when they 


The only engineering magazine 


fe devoted exclusively to refriger- 


ation and air conditioning... 


; Armstrong 


is used by: 


Allied Chemical & Die Corp. — 
Aluminum Co. of America — 
Anaconda Copper Mining Co. — 


Cork Co. — Bundy Tubing 


ane Co. — E. |. DuPont de Nemours & Co. — Eaton Mfg. Co. 


— Emerson Electric Co. — Johns-Manville — Mathieson 


Chemical 


— Weirton Steel Co. 


because... 


of other items for... 
a market... 
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plans for 1949. 
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Corp. — National 
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Redmond Co., Inc. — Standard Products Co. — Sun Oil 
Co. — Taylor Instrument Companies — U. S. Rubber Co. 


Gypsum Co. — Northern 


it reaches the men who specify, select and buy steel, 
motors, insulation, copper, castings, controls . . . carloads 


which is second only to the automotive industry in its an- 
nual consumption of raw materials and component parts. 
What's your share of this market? 

.. NOW... while you're making your 
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are taken into court. Bizarre de- 
cisions, he said, will be common. 

Mr. Moser pointed out that the 
only ruling on unauthorized use of 
telecasts involved attempts in Phil- 
adelphia last summer to prevent a 
hotel and a restaurant from show- 
ing the Louis-Walcott fight. The 
court did not prevent the hotel 
from showing the fight on its 
18x24” receivers but did prevent 
the theater from “blowing up” the 
image for its audience—the theory 
being that the hotel was merely 
showing the telecast in the same 
way home set owners and bars do 
but that the theater “did some- 
thing” to the telecast after re- 
ceiving it. 


ws Mr. Moser suspects, however, 
that telecasters might have secured 
an injunction on appeal on the 
ground that the hotel, by luring 
people away from home with the 
boxing bout TV show, gets them 
away from home where they would 
see other video shows. 

Most sponsors and video stations 
will probably not bring suits to 
prevent theaters, bars, hotels and 
the like from showing telecasts, 
Mr. Moser said. They don’t care; 
they like larger audiences, anyway. 
But sports promoters don’t feel 
that way and will no doubt insti- 
tute lawsuits. 

The attorney said telecasts in- 
volve “original intellectual effort 
and art’ and so can probably be 
protected under common law copy- 
right, even where news events are 
involved. However, he thinks the 
only way to avoid years of costly 
litigation to settle these matters 
is by legislation simply amending 
existing copyright laws. 


Ceremonies Mark 
Official Opening of 
New Orleans Mart 


NEw Or.LEANS—This Gulf Coast 
port city’s successful drive to ex- 
pand its foreign trade received 
added impetus during the week 
of Nov. 28-Dec. 4, when the non- 
profit, civic-sponsored Interna- 
tional Trade Mart was officially 
dedicated. 

The modern-style windowless, 
air-conditioned mart, already 85% 
rented, was formally opened by 
Aloys P. Kaufmann, mayor of St. 
Louis, on Nov. 30. Mr. Kaufmann | 
used the traditional wine bottle’ 
for the ceremony. It was filled, | 
however, with water from the) 
Illinois, Ohio, Missouri, Red, Ar- 
kansas and Tennessee rivers—the 
mid-continent waters which feed 
the Mississippi. 

New Orleans, which has actively | 
promoted its trade through un-| 
official ‘consular officials” in 


South and Central America, and its 
now famous International House, 
acted as host to more than a 
score of foreign diplomats, com- 
mercial counsélors and attaches 
throughout the week. 

Nearly 50 publishers, editors, 
writers, commentators and photo- 
graphers attended the ceremonies. 
Most of the publication repre- 
sentatives later visited Merida, 
Mexico, as guests of the Trade 
Mart. 

The mart, located at Camp and 
Common Sts., a block from Inter- 
national House, has been open on 
an informal basis since July. The 
five-story building contains ex- 
hibits of more than 500 products 
representing 34 states and 26 for- 
eign countries. 


Strazzulla Appoints Dowd 

John C. Dowd, Inc., Boston, has 
been appointed to handle the ad- 
vertising of Strazzulla Bros. Co., 
Boston and Fort Pierce, Fla., 
grower and packer of Diamond 
brand tomatoes and pre-washed 
spinach. 


Wile Names Mogul Agency 

M. Wile & Co., Buffalo, manu- 
facturer of Don Richards clothes 
for men, has appointed Emil Mogul 
Co., New York, to handle its ad- 
vertising. A budget of $250,000 has 
been appropriated for 1949. 
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NBC Places Five 
on TV's Top Ten 


New YorxK—“Texaco Star T).e. 
ater” (WNBT) walked off with 
top honors again on the Pulse 
television report for November, 
with a rating of 59.3 with Ne 
York viewers. The Milton Berle 
vehicle also placed first with 
Philadelphia audiences with a4 
score of 61.0. 

Others on the New York list: 


Toast of the Town (WCBS-TV), 

DEE a cocitdncedhes nares due 0.066 00 
Original Amateur Hour (WABD), 

f° reer 
Boxing (WNBT), Gillette............. 
Kraft Theater (WNBT) 1.3 
We, the People (WCBS-TV), Gulf Oil.284 
Small Fry Club (WABD), General 

Pe, DUE caacheeebcesBbevcnes 27.4 
Winner Take All (WCBS-TV)........2 5.) ie 
Wrestling (WNBT), Trommer’s Beer. .24.7 
Chevrolet on Broadway (WNBT.)....240 
Horse Show (WCBS-TV)............ 24.0 


“We, the People,” “Toast of the 
Town,” “Amateur Hour” and 
“Kraft Theater” all made the top 
ten in Philadelphia, too. Bristol-@ 
Myers’ “Break the Bank”—an ABC 
network AM-TV show—also made 
this list along with two local pro- 
grams. 


Names Mogge-Privette 

Effective Jan. 1, Mogge-Privette, 
Inc., Los Angeles, will handle the 
advertising of Forest Lawn Memo- 
rial Park, Los Angeles. 


PIE'S OUR GUY! 


Pie Traynor, baseball’s Hall-of-Famer, has been Pitts- 
burgh’s top ranking sportscaster for many months. 
More people listen to Pie because he mans his KQV 
mike with authority that comes only from experience 
as a great player and manager. Pie called the National 
League race 1, 2, 3, predicted exactly how many home 
runs Ralph Kiner would smack in 1948 and told the 
inside story of the Pirate’s climb as only an expert with 
genuine diamond savvy could. 


PITTSBURGH'S AGGRESSIVE 
RADIO STATION | 
Basic Mutual Network - Natl. Reps. WEED & CO 


Ready now for you 


The STANDARD MARKET 


and MEDIA DATA 


for Canton, Ohio 


Information conforms to the pattern 
recommended by the newspaper com- 
mittee of the A.A.A.A., the research 

committee of the Newspaper Ad- 
Association 
and the Bureau of Advertising, 


vertising Executives 


A.N.P.A. 


Basic data about the Canton, Ohio 
market area reached with ONE 
newspaper, The Canton Reposi- 
tory. Send for your copy. 
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e 
2 PV Set Makers 
Star Ti.e. . 
1 off with g Cl 
oe pe POng On LialMs, 
November, ‘ 
with Ne h t S 
iton Be PMOFL ON Oervice 
first with 
; with a (Continued from Page 1) 
adget to get the station but re- 
York list:§used to pay an extra charge, and 
Vv), hose who were informed that 
ie peer ‘.0Mnothing could be done about it, 
i 2;™mat the station was generally un- 
pale 4 atisfactory in the area, or that 
Gulf Oil.o,9/ Was not operating at full power 
ree r some other equally fantastic 
inne 
pas sse-Bas Telecasters can aid the service 
ast of thegpan in his problem of adjusting 
our” anqggets to pick up all stations by try- 
le the topgg to locate all the transmitters 
». Bristol.@f a given community as close to- 
—an Apcigether as possible, it was pointed 
also made get. 
local pro-§ Mr. Coe mentioned two other 
actors of the reception problem 
yfhich he said could become ex- 
, emely serious—the matter of 
-Privette Mterference from FM stations and 
andle thegom a large number of receivers 
m Memo.gocated in close proximity. He 
dded: “I hope our friends, the 
manufacturers, are investigating 
both these matters carefully.” 

He predicted that within two or 
ree years many television sta- 
ions will be using 50 kw. transmit- 
ers instead of the present stan- 
lard 5 kw. transmitters, with en- 
ineering studies having made 
juite plain the need for more 
bower, particularly on the higher 
requencies. 

A late report on the Federal 
ommunications Commission’s 
reeze on TV station applications 
ame from Chairman Wayne Coy, 
tho said he believed his original 
pstimate of six months will “not 

me too far off. The freeze went 
nto effect Sept. 30 to give the 
im CC time to study the problem of 
terference and various proposals 
or increasing the number of video 
hannels.” 
itts< However, Mr. Coy immediately 
wn ol proceeded to speculate on -the fac- 


ors that might extend the six 
onths’ license holiday. He said 
1uch depends on the findings of 
special engineering committee 
yhich will report in January. 
If ultra high frequencies can be 
sed for TV, then “there will be 
oom for all the people in the 
ountry who want to get into tele- 
yision,” the FCC head said. “If only 
he present very high frequencies 
pre available, then we will still 
ave with us the problem of delays 
resulting from conflicting applica- 
ions for the limited number of 
hannels.” 


® Show business aspects of tele- 
‘ision were discussed by Myron 
irk, radio-television director of 
Kudner Agency, who emphasized 
1e importance of agency respon- 
ibility in this category. 

“The natural division of labor 
points to the agency, rather than 
re network, as the creative force 
in television,” he said. 

Mr. Kirk advised telecasters to 
avoid the tendency of thinking of 
TV in terms of AM; to avoid ra- 
dio’s mistake of trying to copy a 
successful program; to make the 
commercials an integral part of 
the show, and to provide tele- 
viewers with a diversified fare— 
in contrast to radio’s highly suc- 
cessful sequences. ; 

Advertising agencies now are 
investing their abilities without 
making a profit, but some day 
soon, when they have convinced 
their clients “there’s no business 
like television show business to 
sell their wares,” it will begin to 
vay off, the Kudner official as- 
serted. ; 

George M. Burbach, manager of 
KSD-TV, the St. Louis Post Dis- 
patch station, gave @ progress re- 
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port on his station, which now has 
50 advertisers against 30 last year 
and is “not losing too much 
money.” 


He indicated that many of their 
local advertisers who are spon- 
soring sports events expect to 
double their video expenditures 
if more events can be obtained. As 
an executive in a three-way TV- 
radio-newspaper operation, he 
warned: “Don’t let your imagina- 
tion run away with you about the 
damaging effects television may 
have on other media, including 
your own AM radio station, if 
you own one.” 

Robert P. Myers, NBC’s assis- 
tant general attorney, outlined the 
clearance rights problems faced 
by television. Music rights in- 
volving scenery, dialog, dancing, 
the number of singers, etc., are 
particularly complicated. His sug- 
gestion is a central clearance bu- 
reau in New York to advise on 
music, literary, film and other 
rights. 


a Eugene Katz, head of the Katz 
Agency, told what type of infor- 
mation the station representative 
needs to do a good job for his 
client. Armed with the proper in- 
formation about his station he can 
sell not only national advertisers 
who are established TV and radio 
users but also accounts which 
hitherto have preferred sight me- 
dia—magazines and newspapers. 

In his report to the association, 
its president, J. R. Poppele, said 
the TBA’s negotiations for ‘“co- 
operation with the National As- 
sociation of Broadcasters were 
halted three weeks ago after the 
NAB decided to investigate a pos- 
sible federation of communication 
services.” 

Other speakers at the all-day 
clinic, presided over by E. P. H. 
James, MBS vice-president, were 
George Moskovics, CBS; Klaus 
Landsberg, KTLA, Hollywood; W. 
Doty Edouarde, Badger & Brown- 
ing & Hersey; Walter J. Damm, 
WTMJ-TV, Milwaukee; Hugh M. 
Beville, NBC, and Leonard H. 
Hole, WABD, New York. 

Mr. Poppele, WOR, New York, 
was reelected president of the 
association. Other officers are G. 
Emerson Markham, General Elec- 
tric Co., vice-president, and Will 
Baltin, secretary. 


Ware Emphatically 
Denies Possibility 
of NAB-FMA Merger 


WASHINGTON—William E. Ware, 
president of the Frequency Modu- 
lation Association, asserted last 
week that there “is not a remote 
possibility” of a merger of FMA 
with the National Association of 
Broadcasters. (See other story on 
Page 6.) 

Angrily denying a report that 
negotiations are under way for 
such a merger, Mr. Ware stated 
that FMA’s membership has in- 
creased, not decreased, as sug- 
gested in the report. 

At the same time, Mr. Ware re- 
leased a letter from A. D. Willard 
Jr., executive vice-president of 
NAB, “denying categorically that 
NAB has had any discussions with 
FMA, or any plans within its own 
organization, to merge or consoli- 
date the two associations.” 


Grossfeld Forms Own Agency 


Edward A. Grossfeld, formerly 
an account executive of Kuttner & 
Kuttner, has formed his own ad- 
vertising agency, Edw. A. Gross- 
feld & Staff. Offices are located at 
225 N. Michigan Ave., Chicago. Ac- 
counts to be handled by the new 
agency are: Albert, Inc.; Baer 


Bros. & Prodie; Crest Specialty; 
National Superior Fur Dressing & 
Dyeing Co.; Schultz Rosky Block 
Co., and Silber Mfg. Co., all in 
Chicago, and Winer Mfg. Co., Ham- 
mond, Ind. 
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Last Minute News Flashes 


NIAA Unit Under Wilt to Study ABC, CCA 


New YorK—The composition of the committee to be named by the 
National Industrial Advertisers Association to investigate the auditing 
status and plans of Audit Bureau of Circulations and Controlled Cir- 
culation Audit was still not set last week, beyond its chairman, Harold 
Wilt, space buyer for J. Walter Thompson Co. The committee will have 
four advertising managers and two agency men as members, and will 


recommend an NIAA stand on the 
in New York Feb. 14. 


situation to NIAA’s board meeting 


Stowell, Cleland Elected B&B V. P.s 


New YorK—Esty Stowell, who joined Benton & Bowles as an office 


boy in 1934, and Philip A. Cleland, 


who joined B&B from N. W. Ayer 


& Son in 1944, have been named vice-presidents of Benton & Bowles. 


Mr. Stowell is account executive 


on General Foods coffees for the 


agency and Mr. Cleland is account executive on Post cereals. 


Listerine Toothpaste to Have Dog Caps 

Sr. Lours—Lambert Pharmacal Co. will launch a campaign in Feb- 
ruary in newspaper comic sections, comic books and national maga- 
zines, including Good Housekeeping and Parents’ Magazine, promoting 
miniature plastic dog heads serving as caps for the new 25¢ junior 
size Listerine toothpaste for the juvenile market. Youngsters will be 
able to obtain key chains or bracelets to put these dog heads on by 
sending 25¢ and the box top from a carton of the toothpaste to Lambert. 
Lambert & Feasley, New York, is the agency. 


Babbitt Tries 1¢ Glim, Bab-O Sale 


New YorK—B. T. Babbitt, Inc., is promoting a 1¢ sale introducing 
Glim detergent in newspapers in New Haven and Madison. Purchasers 
of Glim at the regular price can buy a can of Bab-O for l¢. B. T. 
Babbitt recently bought Glim from General Aniline & Film Corp. 


Duane Jones Co. is the agency. 


Weiss & Geller Names Auspitz Exec V. P. 


Cuicaco—Irving D. Auspitz, previously vice-president and creative 
director of Weiss & Geller, has been elected executive vice-president 


of the agency. 


CBS Continues 
to Make Capital 
of Comics Gains 


New YorK—Columbia Broad- 
casting System, on the march again 
in its drive for the National Broad- 
casting Co.’s comedians, last week 
consolidated its Sunday night po- 
sitions. 

As expected since the consum- 
mation of the Columbia-Jack 
Benny capital gains deal, the way 
has been cleared for Rexall’s team, 
Phil Harris and Alice Faye, to 
join Lucky Strike’s violinist in his 
Jan. 2 move to CBS. How Rexall 
would solve the problem of a Feb. 
20 expiration date on the NBC 
Sunday night half-hour currently 
occupied by Mr. Harris was a 
quandary at press time. 

Edgar Bergen also will be miss- 
ing from the NBC lineup as of 
Jan. 2. His capital gains deal with 
the Coca-Cola Co. reportedly hav- 
ing collapsed over insurance dif- 
ficulties, Charlie McCarthy’s 
straight man has announced that 
he is leaving radio—temporarily at 
least. 


a Standard Brands began trying to 
find another advertiser to take 
over the $25,000 Bergen-McCarthy 
package some months ago. When 
his plans for a Coca-Cola CBS 
show fell through, Mr. Bergen said 
he would take a rest from the 
“terrific pressure of trying to turn 
out a funny show every week” and 
asked to be released from his 
Standard Brands contract. 

However, Coca-Cola will get into 
the Sunday night comedy act. 
Spike Jones will be shifted from 
Friday, changing places with Jane 
Froman, now heard 6.30 p. m., 
EST, on Sunday, as Columbia’s 
lead-off comic. Singer Dorothy 
Shay will leave the show, which 
will offer guest star funnymen in 
addition to Mr. Jones’ musical con- 
tortions. 

“Comedy night on CBS” (in 
order of appearance: Spike Jones, 
Jack Benny, Amos ’n’ Andy, Phil 
Harris) will get the full promotion 
treatment from Victor Ratner, the 
network’s promotion chief. 

A spread in Life Jan. 2 will 


feature a huge picture of Benny. 
In addition, Mr. Ratner has “lots 
of other plans” in the making. 

At press time Red Skelton re- 
portedly had moved into first place 
on CBS Board Chairman William 
S. Paley’s list of capital gains ob- 
jectives. 

NBC, meanwhile, used advertis- 
ing and promotion promises to talk 
Philip Morris & Co. into moving 
Horace Heidt’s talent hunt program 
into the Sunday 7 p.m., EST, va- 
cancy on Jan. 2. Details aren’t 
forthcoming, but it was understood 
the network plans an all-out drive 
to build the Heidt show—against 
the competition of Benny. The or- 
chestra leader rated 12.6 with 
Hooper on the Nov. 30 report—an 
easy winner against the other net- 
works’ 10.30 p. m. Sunday offer- 
ings of two sustainers and Jimmie 
Fidler. 


Tom Walker Named 
AANR President 


CLEVELAND—Thomas Walker of 
Sawyer, Ferguson, Walker, New 
York, was elected president of the 
American Association of News- 
paper Representatives at a meeting 
held here Dec. 6. He succeeds 
George E. Gilbertsen of John Cul- 
len Co., Chicago. 

D. J. Worthington of the Chicago 
office of Cresmer & Woodward was 
elected vice-president and James 
J. Cooper, John Budd Co., Chicago, 
and Douglas Taylor, J. P. McKin- 
ney & Son, New York, were re- 
elected treasurer and secretary, 
respectively. 

The action to incorporate the as- 
sociation was approved at the 
meeting. A sales presentation for 
grocery product manufacturers was 
shown to the membership by the 
new business committee for the 
first time (AA, Nov. 22). 


Export Group Aids 
Council's Overseas Drive 

Arthur A. Kron, president of 
the Export Advertising Associa- 
tion, has offered to cooperate with 
the Advertising Council in its work 
with advertisers in participating in 
the council’s new overseas cam- 
paign. 

The association volunteered to 
prepare suggested sample ads, con- 
tribute its counsel to any export 
advertisers requesting it on the 
council campaign, and to cooperate 
in promoting the acceptance and 
extension of the drive. 


Capehart Group, 
FTC Move to OK 
Delivered Price 


WASHINGTON—With the hopes 
and fears—mostly fears—of more 
than 100 witnesses in its record, 
the special Senate subcommittee 
headed by Sen. Homer Capehart 
(R., Ind.) went behind closed doors 
Thursday in an effort to agree with 
the Federal Trade Commission on 
the steps necessary to insure legal- 
ity of universal delivered prices. 

To the end, commission person- 
nel have maintained that delivered 
prices—in the absence of conspir- 
acy—have never been challenged, 
but the overwhelming majority of 
the witnesses before the committee 
have contended that recent court 
decisions, such as in the cement 
case, seem to jeopardize any pric- 
ing system other than f. o. b. mill. 

Witnesses from a variety of in- 
dustries—paper, machinery, rail- 
roading, sugar and building sup- 
plies, for example—have warned 
that a shift to f. o. b. would de- 
stroy existing marketing patterns. 
Bankers have told the committee 
that billions of dollars in plant 
investment are threatened. 


s During the final session Wed- 
nesday, Dr. Corwin Edwards, di- 
rector of FTC’s bureau of indus- 
trial economics, denied that the 
commission had any desire to limit 
the right of business men to meet 
competition in good faith. He took 
the position that the cement indus- 
try had been engaged in a price 
fixing conspiracy made possible 
by use of basing points. 

As hearings closed, Senator 
Capehart became ensnared in a 
name-calling contest with Rep. 
Wright Patman (D., Tex.). Pat- 
man, who sponsored the Robinson- 
Patman Act, one of the key anti- 
trust statutes involved in the bas- 
ing-point controversy, charged that 
Capehart’s committee was working 
“to achieve repeal of the anti-trust 
laws in 30 days,” in the event of a 
Republican victory last month. 

On Wednesday, Senator Cape- 
hart called Patman a liar. “I have 
said publicly at least a dozen 
times that I am opposed to the bas- 
ing point system as used in the 
cement and steel industries and 
will not sponsor legislation to le- 
galize it,” Senator Capehart said. 


e Ata preliminary dinner meeting 
Monday evening, the Capehart 
committee agreed to an effort to 
work out a_ behind-the-scenes 
agreement with the FTC. 

FTC Chairman Robert Freer has 
promised a full and frank reply 
to the questions raised at the com- 
mittee hearings, but commission 
people remain firmly convinced 
that no legislation is needed at this 
time. The committee plans to con- 
tinue next year under the chair- 
manship of Sen. Ed Johnson (D., 
Colo.) 


Radio Men to Hear 
Hooper and Nielsen 


C. E. Hooper and A. C. Nielsen 
will discuss the radio research in- 
dustry at an open meeting of the 
midwest region of the Radio Writ- 
ers Guild, Authors League of 
America. All radio personnel are 
invited to the discussions, which 
will begin at 8:30 p.m. in Studio 
10, Columbia Broadcasting System, 
Chicago, Dec. 15. 


P&G Advances Craig 


William F. Craig, in the daytime 
radio department, has been ap- 
pointed manager of television of 
Procter & Gamble Co., Cincinnati. 
Gilbert A. Ralston, formerly di- 
rector of television, becomes ex- 
ecutive producer on television pro- 
grams. 
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TO THOSE GOOD FISHING CUSTOMERS OF 


THE AMERICAN DISPLAY CO., DAYTON, O.— 


public in labor-management rela- 
tions. 
Speaking at the magazine forum 


Major George Berry, 
Head of Pressmen’s 

. . May 3), Mr. Berry declared: “In- 
Union, Dies at 65 |dustry in an atmosphere of free 


PRESSMEN’s HoME Tenn.— enterprise is made up of three 


George L. Berry, 65, president of distinct human units which are 
the International Printing Press- inseparable, namely investor, man- 


di ; |}agement and labor. 
oe " Union (AFL), died here “For either to withdraw,” he 


Active head of his union siees| ens. 3 OS ee me 
: , dustry upon which we rely for 
1907, except for his service as a Mia y 


‘ . . |our economic progress and for 
major during the first World War the maintenance of an orderly and 
and his term as a U. S. senator, 


, responsive industry—responsive 
Mr. Berry was noted for his con- | P P 


; f . ibility to th not only to the ambitions and as- 
cept of union responsibility to © | pirations of those engaged in it, 


\but to the general public. ..The 
, |industry must be reserved in the 
linterests of all, including the pub- 
FISHING RODS.. | lie.” 

for Christmas & > | 


we 
GY 


@ He also declared himself op- 

YOURS. Here's a Gift any Sportsman likes. posed to the use of the strike me- 
AT YOUR DEALERS or WRITE US. ho of settling disputes. 

Shortly after the speech, he gave 

| concrete evidence of his conviction 


FROM THE BASIC IDEA TO 
THE FINISHED COLORFUL 
CORRUGATED BOARD 

DISPLAYS...... 


RIVER RAISIN PAPER CO. 
DISPLAY DIVISION _ 
MONROE, MICHIGAN 


es 


FOR TIME BUYERS ABOUT 
_. A GREAT MARKET AREA 


FA 


A FOUR-STATE AREA 
RICH IN OPPORTUNITY 


Hard steel and soft coal combine to make this WWVA- 
land of Eastern Ohio, Western Pennsylvania, West 
Virginia and Virginia a solid market for alert adver- 
tisers. It's a land rich in people—more than eight 
million of them; it's rich in retail sales—nearly $4 2 
Billion Dollars Annually; it's rich in potential—every 
day more industries are surveying the area to locate 
nearer their supply sources. It's an area that produces 
more than half the nation's steel, more than half 
the nation's soft coal. 


in New York on April 28 (AA, | 


Ask An Edward Petry Man Today 
WHEELING, 


wWwV WEST VA. 


~~ ‘§0,000 WATTS — - — CBS 


in the form of a five-year agree- 


ment against strikes or lockouts to Bill 


with Harry V. Duffy, chairman of 
the Union Employers Section, 
Printing Industry of America, for 
later incorporation in most con- 
tracts between the union and em- 
ployers. Arbitration was the me- 
thod of settlement which they 
agreed upon. 

Mr. Berry also was notéd for 
his endorsement of technical ad- 
vancement in the printing indus- 
try, and the pressmen’s union ope- 
rates its own trade school for the 
purpose of developing better me- 
thods for improving quality, in- 
creasing output and reducing costs. 

Mr. Berry’s ideas came to the 
attention of President Woodrow 
Wilson, who appointed him a 
liaison officer to work with labor 
representatives of other countries, 
following his service in the first 
World War. 

He was an active member of the 
Democratic party for many years. 
In 1924, his name was presented 
to the Democratic convention for 


nomination as_ vice-presidential 
candidate. 
ARTHUR LYNN 


Santa Monica, CaLt.—Arthur L. 
Lynn, 64, secretary, director and 
account executive at Lennen & 
Mitchell, New York, before his re- 
tirement in December, 1945, died 
here on Dec. 6. 

Mr. Lynn started his advertis- 
ing career with A. W. Shaw Co. 
in Chicago in 1907. Two years later 
he was named advertising mana- 
ger of Montgomery Ward & Co. 
He left that position in 1920 to 
become advertising manager for 
the National Cloak & Suit Co. and 
joined Lennen & Mitchell in 1924. 


MRS. KAY CAVENDER 
PHILADELPHIA—Mrs. Kay Cav- 
ender, 46, with the public relations 
staff of Lewis & Gilman, and di- 
rector of women’s activities for the 
Budd Co. here, died Dec. 3 at the 
University of Pennsylvania Hos- 
pital. Mrs. Cavender had been with 
the R. H. Macy & Co. lecture bu- 
reau in New York before joining 
Lewis & Gilman, and also served 
on the advertising staff of Jacob 
Reed’s Sons here for 17 years. 


JOSEPH L. EGAN 

New YorK—Joseph L. Egan, 62, 
president of Western Union Tele- 
graph Co., died of a heart attack 
Dec. 6 while in Monte Carlo. Mr. 
Egan was named president of the 
firm in 1945 after having served 
as vice-president in charge of pub- 
lic relations since 1939. He joined 
Western Union in 1912. 


DAN M. BECKETT 

HAMILTON, O.—Dan M. Beckett, 
36, secretary of the Beckett Paper 
Co., here, died of a heart attack 
Dec. 3. 

Mr. Beckett supervised sales 
promotion and advertising activi- 
ties for the company, which was 
founded by his grandfather, Wil- 
liam Beckett, 100 years ago, and 
later developed by his father, 
Thomas Beckett. 


MISS EMILY E. SCHARF 


LEXINGTON, Ky.—Miss Emily E. 
Scharf, founder of the American 
Horseman and author of a three- 
volume publication, “Famous Sad- 
dle Horses,” died here recently. 

Miss Scharf directed the saddle 
horse section of Farmer’s Home 
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Philadelphia Video |C 


Novelty News, subsequently sold 
Bros. Publishing Co. and 
now known as Premium Practice & 
| Business Promotion. 

Mr. Bunting had been a writer 
for the Atlanta Constitution and 
Chicago Tribune, and authored 
several college textbooks on ad- 
vertising. Survivors include his 
widow and a son, Van Asmus 
Bunting. of Chicago. 


LA MOTTE VAN RIPER 


New YorK—La Motte Van Riper, 
70, vice-president in charge of ad- 
vertising of McKesson & Robbins, 
New York, died in Knickerbocker 
Hospital on Dec. 3. 

Mr. Van Riper began his career 
in the rubber industry. He was ap- 
pointed vice-president and sales 
manager of the Ajax Rubber Co. 
in 1920. In 1929 he joined McKes- 
son & Robbins as an associate in 
the export and chemical depart- 
ment. (For a detailed picture of 
McKesson & Robbins “ten years af- 
ter the Coster-Musica incident,” see 
story on Page 1.) 


Joins Kriedt & Myers 


Charles Dahle, for the past two 
years assistant press secretary to 
Governor Earl Warren of Califor- 


nia, has joined Kriedt & Myers, San 
Francisco, as public relations as- 
sociate. 


Publication Goes 
to TV Set Owners 


PHILADELPHIA—A weekly print eq 


rr ¢ 


oI 


I 


program to provide hour-by-hc urfipay 


television programs and 
video news for set owners 


Wide Press Publications. 


Called “Local Televiser,” the i). i 
lustrated eight-page publication! 


carries video program schedules 
news about entertainers and othe, 
people in the video world, and 
previews of shows. 

It is believed here that 
publication is the only one of its 
kind for television set owners. 

A spokesman for City-Wide 


time |ygin. 
l ag 
been launched in this area by Ciiy-4d 


theye 


said it received 1,400 paid sub-§'* 


scriptions immediately after initialff' 
considerab|eff 


publication and a 


number are coming in daily. It is)! 
planned to increase the size to 12%} 


pages and include advertising in 
the near future. 


Reach Moves Newark Office 


Charles Dallas Reach Co., New 
York and Newark, N.J., will move 
its Newark office on Jan. 1 from 
58 Park Pl. to 69 Washington St 
The New York office remains at 
46 W. 55th St. 


Collins 
Miller € 


Hutchings 


NOW AVAILABLE — 


the people on Main Street who 


hundreds of times a day... 


Journal from 1905 until 1933, when | 
she purchased the copyrights and | 
began publishing Kentucky Horse- | 


man. The publication was renamed 
American Horseman when it was 
purchased in 1941 by W. S. Cohen. 


HENRY S. BUNTING 

STAMFORD, Conn.—Henry Stan- 
hope Bunting, 79, died at his home 
here Dec. 2. For many years he 


was president of Bunting Publica- | 


|tions, Chicago, which included | 


booklet. 


community, by 
Bruce M. Bradway. 
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“THE MUNCIE STORY” 


reprinted from ADVERTISING AGE 


If you had the time to spend three solid weeks talking to | 
retailers, bankers, real estate men and neighborhood business 
men...to probe skilfully into the attitudes and reactions of 


your product—or a competitor’s—over their counters, 


Then — you would have a portion of the fascinating market- 
ing information you can secure now in the “Muncie Story” 


The major portion of this booklet represents an intensive 
on-the-spot delving into retailing in a typical American 
ADVERTISING AGE’s Associate Editor 


In addition, it contains two complete sections showing all 
of the latest data bearing on America’s current distribution 
picture — on its wholesaling and retailing structure. 


Copies of the “Muncie Story” may be obtained 
now at 75¢ each, by writing to: ADVERTIS- 


and enclosing proper remittance. 


NEW MARKET STUDY BOOKLET 


have it in their power to sell 


E. Ohio Street, Chicago 11, 
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Continue Business 
Paper ‘Unpaid’ Audit 
Study, ABC Decides 


New YorK—Although business 
paper members have voted for- 
mally against the idea, directors of 
the Audit Bureau of Circulations 
lecided at their Dec. 3 meeting 
to continue a pilot study of audit- 
ing unpaid distribution of ABC 
business papers. 

The board’s committee on busi- 
ness paper forms and practices re- 
ported results of the study to date, 
which was prompted originally by 
a resolution adopted last year by 
the business paper division. The 
survey includes the possible ver- 
ification and the breakdown by 
issues, geographically and occupa- 
tion-wise, of unpaid distribution. 
Asa result of the committee report, 
was announced, the board 
authorized a continuation and “a 
further exploration of this sub- 
ject.” 


s A resolution opposing such au- 
dits of the unpaid portion of ABC 
business paper circulations, offered 
by Frank Calvin, Chain Store Age, 
was approved by the division at 
ABC’s annual meeting in Chicago 
last October (AA, Oct. 18) after a 
battle between advocates of paid 
circulation and a group favoring 
some use of controlled circulation. 

The National Editorial Asso- 
ciation’s convention resolution 


there are eecubas 
several Diesel Wuaias APPLICATION 


od DIESEL PROGRESS 
talks all of them to all of 


the men, everywhere, who can 


influence your Diesel sales 


2 West 45th Street, New York 19, N.Y. 


FOR COUNTER USE-—Spencer Co., Chi- 
cago, is offering dealers this polystyrene 
plastic display for its Rollit ball pen, 
molded by Victory Mfg. Co., Chicago. 


asking the ABC to mend its public 
relations fences, so as to eliminate 
irritations and ill will caused by 
bureau actions (AA, Nov. 29), was 
discussed and then referred to 
the ABC promotion and member- 
ship committee, at the Rye, N. Y., 
board meeting. 

The Audit Bureau asked NEA to 
prepare a list of specific com- 
plaints, which NEA will do. The 
promoticn committee then will 
meet with an NEA representative 
in Chicago, some time after the 
first of the year, for further dis- 
cussion. The weekly newspaper 
group is expected to list its oft- 
repeated plea for representation 
on the ABC board as one of the 
“specific” complaints. A report on 
the conferences will be made at 
the next ABC board of directors 
meeting in March. 


w The board also announced the 
election to membership of 16 pub- 
lications and Wade Advertising 
Agency, Chicago. New ABC pub- 
lications include: Daily news- 
papers, Record, Chico, Cal; 
Journal, Coffeyville, Kan.; Light, 
Trinidad, Colo.; and El Mundo, 
Havana, Cuba; weeklies, Cincinnati 
Chronicle; Register, Grand Island, 


Neb.; News, Great Neck, N. Y.; 
Republican, Rutherford, N. J.; 
American, Blackduck, Minn.; Mer- 
cury, Carlisle, Ky.; News, El 
Campo, Tex.; Press, Oxford, O.; 


Record, Penns Grove, N. J., and 


Recorder, Tisdale, Sask.; business 


MARKETS, OR TO GET THE 


PRINTING IN SMALL JOBS WE SPECIALIZE IN 


$0087 RWS ~4COOIS 


x 


high degree of perfection, we can 


duotone or full-color process 
Where photographic enlargements 


AMONG OUR CLIENTS 
Montgomery Ward 
Sears Roebuck 
Caterpillar Tractor 
Diamond T Motor Co. 
Studebaker Corp. 
General Motors 
Diese! Corp. 

General Mills 

J. Walter Thompson 
Ruthrovff & Ryon 


Batten, Barton, Durstine 
& Osborne 


request 


Roche, Willioms & 
Cleary 466 W 


Martin Senour 
Paint Ce. 
Grant-Jacoby 


TO ENABLE YOU TO SPOT-TEST NEW ' 


By using the photogelatine process, which we have brought to a 


copies, in any size up to 40” x 60” sheets in either monotone, 


prices will run 35¢ to $2 depending on quantity. 
+ Ipuly Wlagnificent 
Rese , 


Our screenless, dotiess process is the near- 
est approach to photography. Just give us 
your negative or kodachrome or any art 
work (4° x 6” or larger) and we will come 
through with reproductions of amazing fidelity. 


FREE SAMPLES glodly mailed to you on 


right now, our quotation will interest you. 


ILLINOIS ~PHOTOGRAVURE CO. 


Portland e« Seattle « los Angeles 
Kansas City e Lovisville « Chicago 
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ADVANTAGE OF COLOR 


} , 
a 
give you runs of as few as 100 , 
ae 
For purposes of price illustration: 
would cost $8 to $10 each, our ( 


LOAL 


75 


papers, LP-Gas, New York, and|& Robbins, he was transferred to manufactured products. He joined 
Southern Lumber Journal & Build- | the latter company’s home office| Hiram Walker as assistant gen- 


ing Material Dealer, Jacksonville, | as national sales 


manager 
Fla. 


of|eral sales manager in 1938. 


|Duro-Test Names Miss Drew 

| Alice Honore Drew, formerly | 
|advertising director of Holtzer- | 
Cabot Motors, Boston, has been ap- 
| pointed advertising manager of) 
|/Duro-Test Corp., North Bergen, 
|'N. J., maker of industrial lamps) 
}and fixtures. 


_Bishton-Wheeler to Gardner 
| Bishton-Wheeler, Inc., New| 
| York, maker of Millar retract-| 
able ball point fountain pens, has | 
appointed the Fred Gardner Co., | 
New York, to handle its adver-| 
tising. 


Terry Joins Calvert Sales 

Walter F. Terry, former vice-| 
president and a director of Hiram | 
Walker, Inc., New York, has joined 
Calvert Distillers Corp., Néw York, | 
as assistant general sales manager. | 
Mr. Terry joined Langley-Michaels | 
Co. in 1920 and in 1937 when that | 
company merged with McKesson | 
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IN ALBANY, N.Y., IT'S 


N PUBLIC SERVICE 


THE TIMES-UNION 


research and development and, as a result, 


NOW 
PROUDLY 


Fd 


THE CREATION OF A SIGN ENTIRELY NEW IN CONCEPT 


AT NOT JUST A SMALL SAVING—BUT, 


* A Mracte Tikes * 


that Artkraft* values have always been recognized as the greatest! 


cation program! 


a= = = 
_— = @ 


Or, if you hove a job coming up 


Superior St. + Chicage 10 + De. 7-6950 
Prompt service in and from 


incinnati e Washington, D. C. 


~~ 
a 


LIMA, OHIO, U.S.A. Ay 


1133 EAST KIBBY STREET Artkraft* Valu-Master. 


For years we at Artkraft*, the nation’s sign headquarters, 
have recognized the need of a high quality, effective, outdoor neon illuminated sign for 
those merchandisers with a multiplicity of outlets, whose budget dictates a low cost sign, 
if such signs were to be used at all. To this end we have spent thousands of dollars on 


ANNOUNCES 


THE SENSATIONAL VATU MASTER 


Yes — at half the price of the lowest cost neon illuminated sign we have ever offered 
and at 14 or % the cost of that used by many of our present customers. This despite the fact 


With this remarkable development we anticipate many brand new users of neon 


sign advertising who never thought they could afford a sign program and that many present 
users will employ the Valu-Master to supplement and greatly expand their present identifi- 


Please send details on the new 


‘ 


a te it 
fo SIG “*\ 
/ Arthraft N COMPANY ~* 
S | G N C @) M PA N Y ff Division of Antkraft *Manutacturing Corporation 
/ 1133 EAST KIBBY STREET LIMA, OHIO, U.S. A. 
Division of Anxtkraf~é* Manufacturing Corp. ,’ : 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


* Trademark Reg. U.S. Pat. Off. 
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When The Sun 


SALES CHART 


Goes DOWN ae ar 


Their Sales a‘ 


Go UP! 


EVERY YEAR SALES AMOUNTING TO MILLIONS AND MILLIONS OF DOLLARS ORIGINATE IN THE 


HOMES OF CHICAGO'S MOST IMPORTANT MILLION—THE READER FRIENDS OF THE 
CHICAGO DAILY NEWS 


* * * 


Ne buying power and responsiveness of the Daily News reader group have become 


accepted facts among advertisers experienced in selling the Chicago market. 


Rightly—being unwilling to reject the teaching of experience—these advertisers 
rate the Daily News reader group as Chicago’s most IMPORTANT million consumers 


of goods and services. 


Rightly, too, they value the advantage of reaching such a great, concentrated 


source of spendable dollars through the medium of a single newspaper. 


Rightly, they realize the sales productivity of the Daily News as a HOME news- 
paper—read leisurely in the HOME—read more enjoyably in the HOME—read more 
thoroughly in the HOME. 


Rightly, they know the Daily News audience becomes alertly buying minded at 


night, as they shop the advertising columns of their favorite home newspaper. 


Yes, sir, here’s the way it is for Chicago Daily News advertisers: 


) \ 
WHEN THE SUN GOES DOWN anit og UY: 
yeh 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher ee 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO cw 


DETROIT OFFICE: Free Press Building 
MIAMI OFFICE: Herald Building, Miami, Florida 


NEW YORK OFFICE: 9 Rockefeller Plaza 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. 
624 Guaranty Building 
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